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Comments on Wendell Willkie’s 
pronunciation of the name of the 
heavyweight champion as “Joe 
louey” have probably convinced 
him that the public will forgive its 
statesmen anything except ignor- 
ance of their sports heroes. 

- we 

Since Mr. Willkie likewise re- 
ferred to Buddy Baer as Max Baer 
in addressing the principals in the 
Navy relief fund championship 
bout, it seems the only people in 
Madison Square Garden he cor- 
rectly identified were his fellow 
Amurricans. 

7, = 

“Sell beer instead of cars,’ Goe- 
bel Brewing Company tells automo- 
bile distributors. Now the petro- 
leum companies are wondering if 
somebody is going to urge filling 
station men to mingle alcohol ahd 
gasoline. 

v - ¥ 

Looks as if the clothing manufac- 
turers are going to have to break 
down before long and start telling 
the customers what their new fall 
“all wool” suits will really con- 
sist of. 

ee 

After hearing from experts who 
have suddenly started describing 
the riches of the Philippines, Uncle 
Sam might be excused for wonder- 
ing, “Why didn’t somebody tell me 
these things forty years ago?” 

- ww © 

Bauer & Black will cuntinue vig- 
orous promotion of Blue Jay corn 
plasters, 
lot of people will find the best cure 
for foot troubles is a good big army 
shoe. 

v,vry 

With a blanket shortage looming 
as a possibility for the near future, 
there ought to be an even bigger 
boom in the marriage market. Two 
can sleep a lot cheaper than one. 

+, VV F¥ 

The urgent necessity for conser- 
vation and avoidance of waste will 
be reflected in Maiden Form ad- 
vertising, it is reported. But bath- 
ing-suit and brassiere manufactur- 
ers have been leading the move- 
ment in this direction for a long 
time. 

~ F 

“Arnold Assails Industry in An- 
nual Report.”—Headline in ADVER- 
TISING AGE. 

Note to printer: Better keep this 
line standing. 


v vv 
An ADVERTISING AGE writer ob- 
jects to arty calendars on which the 
numerals can’t be read. But realis- 
tic observers note that if the art is 
properly selected, the customers en- 
joy the figures if not the numerals. 
v vv’ FT 
A machinery manufacturer ran a 
Pan-American goodwill ad in 
which he included Lower California 
is part of the United States. He 
licked the only hemisphere where 
he boundary lines have learned to 
tay put. 
- FV 
Thomas J. Watson signed a “We- 
All” ad telling of national unity, 
nd no doubt realized that it would 
£0 over particularly well in the hot 
corn bread and fried chicken sector. 
v _- © 
Only 26 per cent of Southern fam- 
lilies are beer drinkers, as compared 
with 46 per cent in the East, Amer- 
ican Can reports. Is this a reflec- 
tion of native loyalty to Coca-Cola 
and Dr. Pepper? 
Copy Cus. 


realizing, of course, that a) 
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The Best Premium of All 


WILL STILL BE AVAILABLE 


OPM Branch fo 
Survey 1942 
Ad Prospects 


Study Will Include All 
National Advertisers, 
Agencies 


Washington, D. C., Jan. 13.—The 
Office of Production Management 
is preparing to take a survey of 
1942 advertising prospects in order 
to learn the possible impact on ad- 
vertising volume of material short- 
ages affecting printers and publish- 
ers, ADVERTISING AGE learned today. 

If present plans materialize, all 
leading national advertisers and 
their agencies will be asked to 
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Boothis a 
oy 


With this copy in all Philadelphia news- 
papers, Booth's explains that because of 
war priorities it cannot get supplies of 
many items in its premium catalog and 
will be forced to discontinue all pre- 
miums after Jan, 31. It still offers a free 
bottle of Booth's beverages for nine 


bott! _ Al Paul Left is th return questionnaires giving data 
_— asian = © 7 ‘on 1940 expenditures and 1942 
|plans. The year 1940 has been 


chosen for comparative purposes by 
the OPM in the belief that it was 
a normal year, whereas 1941 was a 
“boom year.” 

Although the form of the ques- 
tionnaires, and the mailing lists to 
which they will be sent, have not 
been determined finally as yet, data 
will be sought on expenditures in 
newspapers, magazines, farm pap- 
ers, radio trade publications, display 
and point-of-sale material, outdoor 
posters and direct mail. 


Seek Over-all Picture 


Nets’ Injunction 
Suit Against FCC 


Under Advisement 


Mutual Asks Ten Million 
Damages from NBC in 
Newest Action 


Both advertisers and their agen- 
| cies will be queried in order to pro- 
| vide a double check, and in the case 


By IRWIN ROBINSON 
New York, Jan. 14.—Network | ¢ agencies to get an over-all pic- 
broadcasting will collapse as a 3 (Iga : ’ 
eatlons! adwastiel di if tl ture of business volume in 1940 and 
~—eerpener C ae aes - ee © | expectations for this year. The 
hae . ; = —— meee a te new | ssociation of National Advertisers 
a See SS ee We ROW | will probably be asked to assist by 
regulations, attorneys for National | } 7 


Broadcasting Company and Colum | providing a list of its members and 
« a « « = 


. 5 |also whatever information the as- 
bia Broadcasting System declared | sociation has collected on 1942 pros- 
here this week at a two-day hearing | pects 


before a statutory federal court, | The investigation stems from the 


which reserved decision on the two possibility of added restrictions on 
| chains pleas for - temporary aol printing materials, chiefly metals. 
| Junction restraining the FCC from | yo orders having a drastic effect on 
| enforcing its orders. \this field are foreseeable at present, 


| The local hearing was the only} se naam a 
| aaaes development = the leant maze | Cut the OPM wants to have infor- 
. ““<|mation on advertising volume at 


in which the networks are currently | hand for possible use later. 

embroiled, the Department of Jus- | It has not been explained why the 
| tice suit and the Mutual suit against projected survey will encompass 
| NBC, both filed in Chicago, lying radio. Broadcast advertising ap- 
quiescent during the week. . pears to have little connection with 
_rhe three Judges w ho ont m the | supplies of printing materials, but 
|New York case also heard counsel the present plan is to query adver- 
for the commission counter with the | tisers and agencies about radio ex- 
assertion that the rules were in the penditures as well as those 
|public interest, while Mutual} | inted media 

| Broadcasting System joined in the |! . 


106 Million is Total for 


1941 Network Advertising 


| 


| 


in | lines. 
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SPECIAL DRIVE 


f 
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NOT JUST ANOTHER LONG CIGARETTE- 
BUT A GREAT NEW CIGARETTE! 


First great new blend in a decade 


errr mrret (mar COST 80 Meek: 


A special Florida campaign for Dunhill 
Majors cigarets has been launched by 
Philip Morris & Co., with 588-line inser- 
tions appearing weekly in Miami, Jack- 
sonville and St. Petersburg newspapers. 
Elsewhere, Dunhill promotion consists of 
morning and evening news broadcasts 
over Stations WEAF and WOXR, New 
York. Biow Company is the agency. 


NRDGA Upholds 
Fashion Appeal 
in Wartime Copy 


! 


10°% Increase Over '40 
Registered; Individual 
Data Released by CBS 


By S. R. BERNSTEIN 


Chicago, Jan. 15.—National net- 
work broadcasting revenue from 
advertising reached its highest point 
in history during 1941, when total 
revenue of all national networks, 
figured on the one-time rate for all 
programs carried, reached $106,- 
142,030, according to Publishers’ 


'Information Bureau, compared with 
| $96,455,611 


in 1940, an increase of 
10 per cent. Both of these figures 
are considerably higher than the 


actual network intake, of course, 


i] . : . 
|because continuity and other dis- 


|counts are not taken into considera- 
| tion. The gross figures show NBC 
|with a 7.5 per cent gain over last 
year; CBS 8 per cent ahead; and 
Mutual 53.2 per cent advance. 
Publishers’ Information Bureau 
reported the breakdown of sales by 
individual networks as follows: 


1941 1940 
NBC .. $54,509,882 $50,663,000 
CBS . . 44,331,170 41,025,549 
rere 7,300,978 4,767,062 


National Broadcasting Company, 
adhering to a _ policy of several 
years’ standing, released no figures 
of its own on 1941 volume, but Co- 
lumbia broke away from a tradi- 
tion of equal standing and released 
complete data on its operations, as 
did Mutual. The CBS figure for 
gross 1941 billing was $44,584,378, 
jabout $250,000 greater than that 
credited to it by Publishers’ Infor- 


M em b ers Optimistic pete aa Bureau, while Mutual’s fig- 


Over Future; Promotion 
Increased 


By RAYMOND H. STOKES 


New York, Jan. 14.—Belief that 
the fashion appeal in retail adver- 
tising would be replaced with utili- 
tarian copy appeared groundless 
this week as members of the Na- 
tional Retail Dry Goods Association 
unanimously agreed that the theme 
will not become a wartime casualty. 

In addition to its importance as 
an adjunct to civilian morale, the 
fashion copy appeal was viewed as 
a “natural” during a_ period of 
shortages and rationing in other 
Extra dollars which would 


(Continued on Page 35) 


fray by supporting the FCC position 
j}and decrying alleged unfair compe- 
tition by the other networks. 


Time Option Called Essential 


| Aside from 
|with having 
authority, John T. Cahill, 
U. S. attorney here, representing| with the Feb. 2 
NBC, dwelled lengthily on the im- 
(Continued on Page 37) 


charging the FCC Cincinnati, O., Jan. 16. 
exceeded its legal| wide scope of its mining, 


issue 


use business papers extensively. 
has the account 


DIRECTORY OF FEATURES 


smelting, 


Last Minute News Flashes 


Eagle-Picher Plans 1942 Magazine Drive 

Eagle-Picher Lead Company will reveal the 
manufacturing | 
former | operations in a series of 13 full page advertisements in Time, beginning 
In addition it will push its insulation and white 
lead products in American Home and Better Homes & Gardens and will 
Needham, Louis & Brorby, Chicago, 


concentrating and 


“Liberty” to Sponsor Crossley Consumer Survey 


Liberty magazine announced today that it will 
sponsor a national consumer survey by Archibald W. Crossley, covering 


A new and improved technique in 


measuring consumption will be employed. The survey will be directed 


-No advertising letup is in the offing for Sun 
Oil Company, it was indicated today when the company again renewed 
the Lowell Thomas news broadcasts for 52 weeks effective Jan. 26. The 
program, which is heard over 21 Blue Network stations, has been on the 
Roche, Williams & Cunnyngham, Philadelphia, is 


Ad-libbing 12 | New York, Jan. 16 

Basic Business Index 36 

aes 200d : o family buying of branded products. 

Earnings te 
Editorials = by a group of leading advertising and marketing executives. 
Farm Paper Linage Te ‘ ° 

Getting Personal 22 Sun Oil Renews Radio Program 
Information for Advertisers 12 New York, Jan. 16. 

Magazine Linage 24 

Obituaries 37 

Photoaraphic Review 39 

Rough Proof | a 

Tost Compelens 33 | air since June, 1932. 

Voice of the Advertiser ig | the agency. 


jure was given by the network as 
| $7,300,955, off a few dollars from 
the PIB calculation, 


Complete CBS Data 


Detailed figures for each CBS 
client, as well as for all agencies 
placing business on the network, 
jappear on Page 30 of this issue, as 
ido the figures for the ten leading 
advertisers, and the ten leading 
agencies placing business with Mu- 
tual. No such information has been 
released by NBC, although it ap- 
peared likely this week that some 
information on individual accounts 
might be made public shortly. A 
chart showing the growth of net- 
| work advertising year by year since 
its inception in 1927 also appears 
on Page 31. 

No “official” figures on the pro- 
/portion of NBC business which was 
carried by the Red and Blue net- 
works during 1941 are available, but 
careful estimates place the Blue 
share of the total at somewhere 
near $12,500,000, figured on the one- 
|time-rate basis. Mutual attorneys, 
appearing before the FCC injunc- 
tion hearing in New York this week, 
placed the Red gross at $42,000,000 
and the Blue at $12,000,000 for last 
year. Variety estimated this week 
|that the Red accounted for $42,770,- 
|\000 and the Blue for $12,223,000. 
At a Blue Network organization 
meeting in Chicago this week, 
President Mark Woods reported 
that actual revenue accruing to the 
Blue last year totaled $9,000,000: if 
the figure of 30 per cent variation 
between actual revenue and one- 
time-rate calculations is used, this 
would make the Blue’s 1941 one- 
time-rate total about $12,850,000. 

In addition to a complete break- 
down by clients and agencies, CBS 
also released the following sum- 
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ADVERTISING AGE 
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mary, by classifications, of its 1941 
volume: 
NS a Ere $2,054,659 
Building materials ...... 170,525 
Cigars, cigarets, tobacco.. 6,193,836 
Confectionery, soft drinks 2,265,009 
Drugs, toilet goods....... 10,713,107 
Financial, insurance ..... 916,621 
Foods, food beverages... . 13,862,991 
House furnishings .... 102,370 
Jewelry, silverware... 360,285 
Lubricants, fuel...... . 2,215,244 
aA cis ale ¢ gui & 9/90. 35,757 
Shoes, leather goods...... 4.413 
Laundry soaps, housekeep- 

ers’ supplies ...... .. 4,971,604 
Stationery, publishers.... 607,533 
Trevel, ROWS «....2.065: 109,903 
Sporting, aircraft ....... 521 


Similar classification information 
on NBC and Mutual was not avail- 
able his week, but a review of 11- 


month figures indicated that a 

classification breakdown for the 

entire national network “take” of 

$106,000,000 for 1941 would look 
something like this: 

% ot 

Total 

1941 

Classification Volume 

PM cia k kee eke 3.0 

Building materials .......... 0.3 

Cigars, cigarets, tobacco....... 15.1 


Confectionery and soft drinks.. 3.8 
Drugs and toilet goods........ 30.0 
Financial and insurance....... 0.9 
Foods and food beverages...... 24.6 


Furniture and home furnishings 0.6 


Jewelry and silverware........ 0.2 
Lubricants, petroleum products 
Og a eee eee 5.1 
Paints and hardware.......... 0.2 
Shoes and leather goods....... 0.3 


Laundry soaps and housekeep- 


Se I: 6 cio sadata da deews 11.6 
rrr eee 0.1 
Stationery and publishers...... 0.9 
Travel and hotels............. 0.1 
Wines, beer and liquor........ 0.2 
DU cole n cdeavar 1.8 


Leading Advertisers, Agencies 


General Foods Corporation was 
the largest 1941 advertiser on CBS, 
with a total of $4,530,421. Follow- 
ing in order were Campbell Soup 
Company, Lever Brothers, Colgate- 
Palmolive-Peet, Procter & Gamble, 
Liggett & Myers, Wrigley, R. J. 
Reynolds Tobacco, Chrysler, and 
Texas Company. Details of their 
expenditures, together with 76 
other CBS advertisers, appear on 
Page 30. 

Ruthrauff & Ryan led the agency 
parade on CBS, with $5,040,316. It 
was followed, in order, by Young 
& Rubicam, Ward Wheelock, Ben- 


ton & Bowles, Blackett-Sample- 
Hummert, Lord & Thomas, Wm. 
Esty, Ted Bates, Biow, and Newell- 
Emmett. Details of their billing, as 
well as other agencies placing busi- 


ness with CBS, are also given on 
Page 30, where complete data on 
the first ten Mutual clients and 
agencies also appears. 

In the Mutual agency list are 
Blackett-Sample-Hummert, $1,443,- 
443, followed in order by Ivey & 
Ellington, R. H. Alber, Erwin, 
Wasey & Co., J. Walter Thompson, 


Federal, Wm. Esty, D’Arcy, Maxon, 
and Hixson-O’Donnell. Leading cli- 
ent was Bayuk Cigars, $786,315, 
followed in order by General Mills, 
Gospel Broadcasting Association, 
General Cigars, Wander Company, 
Pharmaco (White Laboratories), 
American Safety Razor, Coca-Cola, 
Gillette, R. B. Semler (Kreml). 
Combined Mutual-CBS figures for 
advertisers and agencies, where 
available, include the following: 


ADVERTISERS 


General Mills 
Coca-Cola 


. $1,538,740 
888,913 


Rr rarer © eae 433,725 
AGENCIES 
Blackett-Sample-Hum- 

rer 


4 


@ It's all very well to sit in an office poring over data books 


in order to dig out the cold, 


power, coverage, rates, ete, 


But what about station personality, management, 


hard facts about radio station 


“editorial” 


policy, ability to sell?) What about the character of the audi- 


its likes and dislikes? 


ence, 


Long ago we learned that the answers to such questions are at 


least as important as coverage figures. 


And that’s why our 


15 good men are constantly on the road, learning about the 


markets and stations we 


represent 


learning the things you 


need to know in order to make your radio efforts get bigger 


results, 


Whether or not you buy a single one of our stations, every- 


thing we 
work, in 


Franklin 6475 Plaza $-4151 


know is yours for the asking. 


That's the way we 


this group of pioneer radio-station representatives. 


Simce May, 1932 
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Trimity 2-8444 Sutter 4355 


epresentatives 


EXCLUSIVE 
A prada 
WGR-WKBW ‘ . . BUFFALO 
wceKy. CINCINNATI 
KDAL . DULUTH 
WDAY .. ° . FARGO 
wish NOIANAPOLIS 
WKZO.KALAMAZOO- GRAND RAPIDS 
KMBC KANSAS CITY 
WAVE LOUISVILLE 
WTCN “MINNEAPOLIS. ST. PAUL 
weed PEORIA 
KSD ° | | . $T. Louts 
wFreL . « SYRACUSE 
1OWA..«. 
wHo . . DES MOINES 
woc ° . . « DAVENPORT 
KMA . SHENANDOAH 
-- SOUTHEAST. ° 
wesc . . CHARLESTON 
wis COLUMBIA 
WwPeTrrF — RALEIGH 
wos) . ROANOKE 
.. SOUTHWEST.. 
KGKO . » FT. WORTH- DALLAS 
KOMA OKLAHOMA CITY 
KTUL TULSA 
° -- PACIFIC COAST... 
KARM o« . RESNO 
KECA — 7 ee ANGELES ' 
KOIN-KALE PORTLAND 
KROW . OAKLAND. SAN de yt 
KIRO . ATTLE 
INC. 


"AND 
WRIGHT-SONOVOX, 
& i i 


Pree & PETERS, INC. 


* Pioneer Radio Station R 


Gladstone 1949 Main $667 


Erwin-Wasey ........ 565,718 
J. Walter Thompson. . 1,829,850 
0 eer 2,300,972 
ag 7 ieee 888,913 
RN: Si Nel sence ens 454,424 


ESTIMATES $180,000,000 
AS TOTAL 1941 SALES 


New York, Jan. 15.—Net sales of 
time by broadcasters, national as 
well as local, totaled $180,000,000 
during 1941, according to an esti- 
mate by O. H. Caldwell, editor of 
Radio Retailing Today. Network 
sales accounted for about half of 
this total, he said, and an additional 


$50,000,000 was spent for talent. 
Dr. Caldwell placed the “U. S. 
bill for radio” last year at $1,123,- 


000,000. Heading the list of expen- 
ditures was the retail value of 
13,100,000 new radio_ receivers, 
$500,000,000; cost of operating 53,- 


600,000 sets in use was placed at 
$220,000,000; and cost of broadcast 
time ranked third in importance. 
Other items listed were servicing 
radio sets, $75,000,000; parts and 
supplies, $63,000,000; and replace- 


ment tubes, $35,000,000. 


‘McCall's’ to Boost 
Ad, Subscription 
Rates in April 


New York, Jan. 


16.—Joining other 
women’s magazines which have 
acted to cover rising production 
McCall's today announced in- 
creased subscription and advertising 
rates. Effective with the April issue, 
single copy price will go from 10 
to 15 cents and annual subscription 
from $1 to $1.50. Advertising rates 
will be boosted 5.1 per cent, begin- 
ning with the July issue. 

Malcolm MacHarg, vice-president 
and advertising director, also dis- 
closed that McCall's will offer a 
publishing innovation, effective with 
the July issue, guaranteeing that its 
“delivered” advertising rate will not 
exceed $2.50 per black and white 
page per thousand. Discarding the 
traditional practice of basing guar- 
antees on average circulation for a 
year’s period, the magazine will use 
monthly circulation figures and will 
guarantee a minimum delivery of 
3,280,000 copies per issue. The new 
plan, Mr. MacHarg said, “presup- 
poses no mandatory action by the 
federal government that would 
apply to the magazine publishing 
industry as a whole.” 

The new rate structure calls for 
a black and white page increase 
from $7,800 to $8,200; black and 
one color, from $8,440 to $8,870; 
and four-color page, from $10,200 to 
$10,700. The new rates carry the | 
present three-month protection 
clause. 


costs, 


Employes Honor Memory 
of Paul Block 


Employes of the Pittsburgh Post- 
Gazette and Station WWSW joined 
Jan. 11 in honoring the memory of 
Paul Block, late publisher of the 
Post-Gazette and other newspapers. 

The ceremony was featured by 
the unveiling of a memorial plaque | 
to Mr. Block in the lobby of the} 
Post-Gazette building. The late pub- 
lisher’s widow and two sons, Paul 
Block, Jr., and William Block, both 
executives in their father’s news- | 
paper organization, took part in the} 
ceremonies. 


Heads Philadelphia AMA | 
John C. Spurr, assistant district | 
manager and in charge of research 
for McGraw-Hill Publishing Com- 
pany’s Philadelphia office, has been 
named president of the Philadel- 
phia chapter of the American Mar- 
keting Association. Other officers 
are: Wroe Alderson, Curtis Pub- 
lishing Company, and James H. 
Robins, American Pulley Company, 
vice-presidents; Roland G. E. Ull- 
man, R. G. E. Ullman Organization, 
secretary; and Irving W. Wilder, 
Henry Disston & Sons, treasurer. 


Lamb Joins KYW 


Hal S. Lamb, formerly’ with 
Albert H. Dorsey Agency, Philadel- 
phia, has joined the sales staff of 


KYW, Philadelphia. 


a 


VERSATILITY 


A drive to emphasize product versatility 
is climaxed by current General Mills 


advertising for Bisquick, including this 
display piece heralding "Be Kind to 
Husbands Week" and providing seven 
different Bisquick recipes. The campaign 
is supported by a back cover ad in the 
Jan. 17 issue of The Saturday Evening 
Post and the daily radio program over 
CBS, "Valiant Lady." Knox Reeves Ad- 
vertising is the agency. 


Gerber Expands 
Campaign for Its 


Strained Oatmeal 


New York, Jan. 15.—Following 
an introductory campaign that ap- 
peared recently in New Jersey 
newspapers, Gerber Products Com- 
pany today extended its promotion 
for strained oatmeal to the entire 
metropolitan area. About 50 papers 
are on the schedule. 

Appearing twice a week, 250-line 
insertions will feature the new 
baby oatmeal as well as the remain- 
der of the Gerber line. Federal 
Advertising Agency handles. the 
account. 


WNEW Boosts Rates 


Station WNEW, New York, has 
issued a new rate card, effective 
Feb. 15, based on doubled power— 


10,000 watts—and a clear channel. 
The hourly rate for general broad- 
casting in Class A is raised from 
$430 to $645. Contracts signed 
before the effective date will carry 
the present rates. 


Y & R Names Jenkins 


William H. Jenkins, president of 
the Bureau of Industrial Service, 
publicity subsidiary of Young & 
Rubicam, New York, has’ been 
named director of the agency’s new 
public relations and publicity de- 
partment. Fred Smith, formerly a 
partner in Selvage & Smith, New 
York, will manage the public rela- 
tions activities. Torrey B. Stearns, 
a member of the Y & R publicity 
staff, will head operation. 


NEW HAVEN 


is FAML/ 


He nry s. Parmelee of > 
invented and manufactured there, t'* 
first automatic fire sprinkler syste™ 
in America in 1875. The first adver- 
tising for the sprinkler system pr°- 
claimed the fact that it was wort" 
more than an entire fire departme"! 
in results. The far reaching effects of 
Parmelee’s invention in saving pre)- 
erty losses from fire is difficult ‘° 
estimate. 


Che New Gauen Register 


FIRST in Connecticut in Circulation 
SERRE SR RETR 
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ATTENTION ! 


BUY-LINES by Nancy Sasser 


makes all out effort to better 


serve National Advertisers! 


4 ond Intorestin® 


November 15. Whether you 
. ov 


on s of time 
ony Pilgrims 
{ ontinent, American® 
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WASHINGTON STAR | 
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_, INDIANAPOLIS STAR 
_ ST. PAUL PIONEER PRESS 
DES MOINES REGISTER — 
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BIRMINGHAM NEWS & AGE-HERALD 

-MEMPHIS COMMERCIAL APPEAL 

NEW ORLEANS TIMES-PICAYUNE 

ees =| HOUSTON CHRONICLE. 

_ ATLANTA JOURNAL 
DALLAS NEWS | 

RICHMOND TIMES-DISPATCH | 


"JACKSONVILLE TIMES-UNION 
Southern women | Oe NORFOLK VIRGINIAN-PILOT 
magnihernt a . : 


of need Today they 


nation os a 
oor "se they re 
PAcgu INS Hand : re 
velous help toware : 
lovely and alluring i 


BUY-LINES, the woman's column for 
national advertisers meets the crying 
need for greater flexibility, with 3, 6, 9, 
as well as 13, and 26 insertion cycles! 


BUY-LINES now adjusts to fit new 


advertising time schedules, budget re- 
visals, and 


seasonable promotions, 


made necessary by current varying 
market conditions! 


CIRCULATION? Still the same 


. . 9,000,000 readers 


in 32 leading newspapers in key markets from coast 
to coast! 


STYLE? Still the same 


Nancy Sasser’s intimate, 
chatty, woman to woman gossip that tells your story 
in a unique and desirable way 
small unit space! 


SERVICES? Still the same 
dising program . . 


. and in effective 


. A complete merchan- 


non-competitive representation! 
RESULTS? Still the same 


. Good and proven good 


by manufacturers’ check-up of sales results from coast 
to coast! 


COMMITMENTS? Still the same 


. . Original 13 week 
ontract maintained BUT with the added advantage 


of shorter term contracts available for your convenience! 


Buy BUY-LINES by Nancy Sasser NOW! 


9.000.000 Circulation in Key Trading Areas 


For full information and rates address 


NEWSPAPER GROUPS. INC. 


420 LEXINGTON AVENUE 


NEW YORK CITY 


Sales Representative for Nancy Sasser, Inc. 


MOhawk 4-3430 
CHICAGO © 360 North Michigan « DETROIT © General Motors Building * SAN FRANCISCO ¢ 110 Sutter Street 
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Winter Resorts 
Adopt Role of 
Morale Builders 


Early Promotion Com- 
pleted Before Pearl 
Harbor 


Los Angeles, Jan. 15.—Blackouts 
and war scares have failed to 


frighten away Southern California’s | 


million dollar winter tourist influx. 
Traffic checks point to a larger 
number of travelers in December, 
1941, than for the same month of 
1940 and the All-Year Club of 
Southern California claims automo- 


bile travel into the state is up nine | 


per cent. 

Beginning of hostilities in the Far 
East had little effect on Southern 
California’s tourist travel. From 
Dec. 1 an upward trend continued 
until the holiday season. The de- 
cline following was less than nor- 
mal. According to All-Year Club 
officials, there is no reason to 


ter tourists will be any less than 
last year. There is no idea of giving 
up the primary purpose of the All- 
Year Club, to attract tourists to 
Southern California. 

The club’s winter advertising 
campaign was concluded early in 
|December. None of the scheduled 
advertising was canceled but some 
newspaper space scheduled to run 
during the first week of the war 


at a later date. At present the club 
is planning a summer campaign, 
which usually starts the first week 
in April. As to what form the 
advertising will take, club officials 
|confess they do not know as yet. 
With the war only five weeks old, 
they contend it is far too early to 
lay out a positive course of action. 
The advertising budget runs from 
June to June and has not been 
reduced, 


Cancel 11 Events 


In the meantime, the All-Year 
Club is continuing its second annual 
Sun Festival, for which a total of 
172 events was scheduled. Of these, 
only 11 were canceled due to war 
conditions. Most of these were can- 
celed to conform with the govern- 
ment’s order prohibiting gatherings 
of more than 10,000. This order 


was held up temporarily and used | 


game, the Rose Parade and finally 
forced cancellation of the Santa 
Anita race meeting. 

The All-Year Club and other or- 
ganizations are sending out pub- 
licity material playing up such 
happenings in Southern California 
as winter sports, golf tournaments, 
aircraft expansion and _ similar 
events. There will be no attempt 
to hide possible dangers to the 
Pacific area but neither will the 
| usual forms of entertainment which 
|} make Southern California a winter 
and summer vacation area be over- 
| looked. 
| The All-Year Club’s budget for 
| the next fiscal year, starting June, 
| 1942, may be affected, but it is too 
|early to make any predictions. The 
| funds are provided by Los Angeles 
| County and donations from private 
organizations. Business of some of 
\these private organizations such as 
the two race tracks, Santa Anita 
‘and Hollywood Park, is affected. 
However, the club expects to make 
|up whatever loss there is in dona- 
| tions from new companies. 

Railroads are cutting their adver- 
'tising one third and plan to follow 
‘the same general type of publicity 
|as the All-Year Club. At present 
|their advertising continues to ap- 
peal to tourists but probably will 


expect that this year’s total of win-|naturally stopped the Rose Bowl | soon become institutional. Railroad 


ONDAY 


These 
merchandise. 


ture. 


Jones 


The OPM 


. ‘ ai ai 
icas must 


Include in 
propriation 


The day 
(ongress 
convened 


morning, Jan. 5, 1942, readers 


ads all offered ideas rather than 


U. S. Rubber urged tire conservation. 


IBM proposed a slogan for unity. 


& Laughlin told of increased 


steel production. 


The CIO and the Automobile Manu- 
facturers Association presented their 
viewpoints on putting the automobile in- 
dustry into all-out war production. 


conference on converting the auto 


industry was scheduled for Monday, and the sec- 
ond session of the 77th Congress was opening 
Monday noon. 


This coincidence may have been 


responsible for the appearance of five institu- 
tional ads in one day's issue. 

But it is no coincidence that The Washington 
Post was chosen as the medium for these state- 
ments of policy. The Washington Post is Amer- 


medium for institutional advertising, 


because The Washington Post is read and re- 
spected by official Washington—the most impor- 
tant group of men in the world. 


your 1942 budget the proper ap-| 


for policy advertising. In The 


Washington Post. 


The Washington Post 


Washington's Home Morning Newspaper 
Osborn, Scolaro, Meeker & Co. 


George D. Close, Inc. 


| travel is heavier this year than last, | 


and it is believed to be largely | 
tourist travel, although many trav- 
elers may be visiting sons in Cali- 
fornia army camps. Railroad offi- | 
cials point out that tourist travel | 
would naturally be placed second to 
transportation of armed forces and 
war materials. However, no diffi- 
culty has been experienced to date 
and none is expected. 

Airlines serving Southern Cali- 
fornia are expected to continue 
their institutional and tourist adver- 
tising on reduced budgets. They 
are taking a long-range view, look- 
ing to the future. At present prac- 
tically all airplane travel space is 
being utilized by government offi- 
cials or business men traveling on 
government business. A priorities 
board is expected to be established 
soon to handle rapidly-growing air 
travel by officials on important 
business. Tourist travel will natur- 
ally take a back seat. 

Bus lines report similar increases 
in travel. Some of this recent in- 
crease can probably be attributed 
to motorists desiring to save wear 
and tear on autos and tires. They 
are pointing out this fact in their 
advertising, suggesting travel by 
bus to lengthen the life of automo- 
biles. 

However, Eastern motorists are 
still arriving at Southern California 
border check stations to see the 
Southland and famed _ Wilshire 
‘boulevard where a recent check 
revealed that out-of-state automo- 
biles passed the intersection of Wil- 
shire and Western avenues at the 
rate of one each 23 seconds. The 
| frequency a year ago was one every 
20 seconds. 

Apartment houses showed a neg- 
ligible decline in occupancy follow- 
| ing the war shock, but this has since 
improved. The same is true of the 
restaurant and cafe business. 


FLORIDA ADVERTISING 
ALREADY RUN 


Miami, Jan. 14.—Advertising men 
for South Florida winter vacation 
centers report that few if any 
appropriations have been or will be 
canceled as a result of the war 
emergency. While some copy is 
'being withheld with a “wait and | 
'see” notation, a great share of the | 
|magazine linage has already been | 
|placed and much of it run. News- 
| paper copy is being revised but the 


feeling is that all that has been 
/planned under normal budgets will | 
| be carried. 

There is little likelihood of any 


of The Washington Post found in their newspaper additional appropriations to carry | 
the five advertisements reproduced here in minia- 


'timely copy along the lines of the | 
\“*health for defense” theme, although 
/some resort and hotel copy already 
contracted for will use that theme. | 
| Railroad advertising in both maga- 
|zines and newspapers, according to 
all available information, will not 
be curtailed. There is a feeling 
that auto and tire curtailments may 
result in an increasing amount of 
money to be spent in South Florida. 


Advertising Placed Dec. 1 


| Hotel men point out that their 
|/normal advertising is aimed at the 
| December and January vacationers 
|since February and March usually 
take care of themselves. Most of 
that advertising was placed by Dec. 
1. Where current copy has been 
withdrawn from newspapers it is 


| York, 


expected to return just as soon as 
the leveling off process takes effect, | 
in other words, when the December 


anced. 

Indicative of the new trend in 
copy is the advertising of Daytona 
Beach which is 
normal appropriations. Copy claims 
that “Daytona Beach makes no guns 
but rebuilds the men who do.” This 
theme is being used in various ways 
in various cities, not only in direct 
mail but also in the writing of per- 
} sonal letters. 

Among indexes of prosperity being 
noted here are a 15 per cent in- 
crease in bank deposits, 10 per cent 


increase in electric consumers and a | 


5 per cent increase in telephones. 


Raises Flat Rate 


The Daily Province, Vancouver, 
B. C., will put a new flat rate of 20 
|cents per line in effect July 1. 


and January books have been bal- | 


i 


continuing under | 


| 


—— 


SPECIAL OFFER 


Wow You Can Get The NEW 
HEINZ RECIPE BOOK Azee/ 


WITH LABELS FROM TINS OF HEINZ BEANS. SOUP OR SPAGHETT}: 


H. J. Heinz Co. makes a limited free 
offer of its popular 212-page recipe book 
in this newspaper ad, using both color 
and black-and-white, which has the 
added advantage of providing a basis 
for special dealer displays and merchan- 
dising plans. The book, which sells for 
50 cents, is offered free for 12 labels 
from tins of Heinz beans, spaghetti or 
soup—or for three labels, plus 25 cents. 
The company also is distributing a point- 
of-sale chart showing the comparative 
value of baked beans among cooked 
vegetables. 


Nabisco Plans 
Big Drive for 
Three Products 


New York, Jan. 15.—National 
Biscuit Company announced this 
week that it will undertake one of 
the most intensive advertising cam- 
paigns in years on behalf of Ritz 
and Premium crackers and Na- 
bisco’s 100% Bran. 

Full color advertisements in na- 
tional magazines, starting in Febru- 
ary, will carry the story of Ritz 
crackers to consumers throughout 
the country. A large list of news- 
papers will be counted on to pro- 
mote Premium crackers in the first 
drive for this product in that me- 
dium. The campaign got under way 
last week. 

The drive for Nabisco 100% 
calls for frequent 
weekly magazines and women’s 
service publications, starting in 
February. Attractive tie-in displays 
and other promotion materials have 
been distributed for dealer use in 


Bran 
insertions in 


/connection with the campaign. 


Berman to Salzman 

Jack Berman, formerly with Van 
Dolen, Givaudan & Masseck, New 
has joined H. A. Salzman, 
New York, as vice-president direct- 


ing fashion accounts, 


“MEET THE PEOPLE” § 


In one respect Scott Robertson is a typ'ca! 
copywriter: he thinks he knows more a)out 
photography than the photographers. Un- 
like most of his kind, he can almost prove 
his point. He has taken most of the can 
did shots for this series of advertisem nts 
—was thus grimly engaged when ret: Du: 
tion overtook him, with the above result 
An industrial specialist by virtue o! his 
engineering background, Scott enjoys the 
happy faculty of being able to write 
highly technical stuff which doesn’t make 
heavy reading. Let there be more like 
him, say we! 
. . - 


Besides producing the campaigns © hich 
we create, our six-story plant affords ©* 
pacity for manufacturing a large vo um? 
of direct mail and commercial pritin9 
created by others. Thus, we can \ake 
over your merchandising job at the ide¢ 
stage, or after layouts, copy and ot 
work have been prepared. Call Monro® 
6100 and let us show you how this fe* 
ible service can work for you. Buckley: 
Dement & Co., 1300 Jackson Blvd., Chica9® 
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‘IT HAS NOT HESITATED” 


From a recent citation 


HAT is the most thoroughly read and 

\ \) closely followed newspaper in Chicago? 
It is the one which years ago was the first 
newspaper in America to establish its own world- 
wide news gathering staff. And the one today 
whose recognition for incomparably brilliant and 


authentic foreign news reporting is as world- 
wide as its world-wide service. 


Last year this newspaper — The Chicago Daily 
News—was cited for its high excellence by the 
University of Missouri’s School of Journalism, 
oldest and most distinguished school of journal- 
ism in the United States. The citation, in part, 
stated: 


“ ... The Daily News has become a newspaper 

of great national and international importance 

.. and it has not hesitated to inform its readers 

of the actual swift drift of the world’s changing 
history, however disagreeable this may be. 


“To The Chicago Daily News, an outstanding 
national American newspaper with a_ notable 
foreign service which has given in the recent 


times a true, complete and colorful picture of 
the heroic fight of democracies against aggres- 
sion, we offer this medal.” 


Newspaper publishers and editors, a profes- 
sional critical jury, concur in this opinion by 
subscribing to The Daily News foreign dispatches. 
The people in more than 50 cities now have these 
dispatches made available to them through the 
columns of their local papers. 


Here in Chicago at least 1,250,000 readers of 
The Daily News seek its pages to obtain the 
vital war-front news transmitted by a true-seeing 
staff who write with vivid pens. A_ staff or- 
ganized on such an heroic scale that its counter- 
part has never been known before in all the his- 
tory of American journalism. 


of * of 


Advertisers who regard editorial performance 
as a major measurement of media value and 
power will head their Chicago list with The 
Chicago Daily News—the newspaper of first 
importance in the important Chicago market. 


THE CHICAGO DAILY NEWS 


Chicago’s HOME Newspaper 


DAILY NEWS PLAZA: 400 West Madison Street, CHICAGO 
DETROIT OFFICE: 7-218 General Motors Building 


° NEW YORK OFFICE: 9 Rockefeller Plaza 


° SAN FRANCISCO OFFICE: Hobart Building 
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Blue Network 
Plans fo Lease 
Space from NBC 


Chicago, Jan. 15.—Although the 
Blue Network Company, Inc., for- 
merly the Blue network of NBC, is 
now divested of its NBC connection 
it will continue to lease facilities 
from NBC, at least until it can build 
its own studios. Meanwhile, the 
wholly-owned subsidiary of the 
Radio Corporation of America is 
starting out with a $2,000,000 bank- 
roll provided by RCA and _ but- 
tressed with practically the same 
organization which, while under the 
NBC tent last year, brought in gross 
business of some $9,000,000. 

Among those to wish the new 
network well was James L. Fly, 
chairman of the Federal Communi- 
cations Commission and the Defense 
Communications Board, who spoke 
at a luncheon today attended by 
about 100 representatives of radio 
stations affiliated with the network. 
Mr. Fly’s talk was filled with pleas- 


antries as befits a meeting which | 


took on something of the aura of a 
christening. He dismissed the gov- 
ernment’s anti-trust suit against 
NBC, RCA and Columbia Broad- 
casting System with a mere refer- 
ence to the fact that it is now in 
the hands of the court. 

A planning and advisory commit- 
tee, headed by Howard Lane, 
KFBK, Sacramento, met with rep- 
resentatives of stations today to 
consider plans and policies for the 
network, 

Completion of the executive staff 
was announced with the naming of 
George M. Benson, eastern 
manager; E. R. Borroff, vice-presi- 
dent in charge of the central divi- 
sion; Otto Brandt, station contact 
representative; Phillips Carlin, 
vice-president in charge of pro- 
grams; Edward F. Evans, research 
manager; Hugh M. Feltis, station 
contact representative; Don E,. Gil- 
man, vice-president in charge of the 
western division; Murray B. Grab- 
horn, national spot sales manager; 
B. J. Hauser, sales promotion man- 
ager: E. P. H. James, director of 
publicity and promotion; Keith 
Kiggins, vice-president in charge 
of stations; John H. McNeil, man- 
ager of WJZ; Tracy Moore, western 
sales manager; Earl Mullin, man- 
ager of publicity; Fred M. Thrower, 
Jr., general sales manager; D. B. 
Van Houten, office manager, and 
Lunsford P. Yandell, vice-president. 


sales 


W. J. Rapp Resigns as 
“True Story” Editor 


William Jourdan Rapp has _ re- 
signed as editor of True Story. He 
will devote his time to war work 
as a member of the Donovan infor- 
mation committee. 

Succeeding Mr. Rapp is Henry 
Lieferant, who will also continue 
to edit True Romances, True Expe- 
riences and True Love & Romance. 


_— SS 
The Magazine of the Future — 
Sea UU 


Creative Age Press, Ine. 
It East 44th Street 
ee ~~ 


casualty lists. 


Consorship Code 
But No ‘Blackout,’ 
Price Office Says 


Washington, D. C., Jan. 14.—A 
code of wartime practices for 
newspapers, 
periodicals was announced today by 
the Office of Censorship headed by 
Byron Price, asking publishers to 
withhold certain classes of informa- 
tion which might be of aid to the 
enemy. Many of the practices, it 
was said, have already been put into 
effect on a voluntary basis and there 
is no prospect of a “news or edi- 
torial blackout.” 

Except where authorized, infor- 
mation is not to be published about 
U. S. troops, ships, planes, fortifica- 
tions, production under war con- 
tracts, weather forecasts, maps and 
photographs which’ provide the 
same information, and _ detailed 
The code adds that 


“advertising matter, letters to the 


| editor, 


magazines and other 


interviews with men on 
leave, columns, etc., are included 
in the requests, both as to text and 
illustration.” 

Advertisers or agencies who may 
be in doubt about use of specific 
information in copy or as illustra- 
tions may obtain clarification on the 
point by addressing the Office of 
Censorship, Washington. 


Florida Canning 
Acquires Donald Duck 
Florida Canners’ Cooperative, 
Lake Worth, has acquired the right 
to use Walt Disney’s Donald Duck 
on all of its advertising. The 
malevolent mallard will appear on 
six different labels as well as in the 
cooperative’s advertising. 


Walker to Durstine 

Robert M. S. Walker has resigned 
as executive vice-president of 
Wadsworth & Walker, New York, to 
join Roy S. Durstine, New York, as 
account executive. 


FLEET BOWS 
hea FLEET or 100 Seanlines 


This large-space copy was used by the 
Chicago & Northwestern Railway in 60 
newspapers in Chicago, Wisconsin and 
Michigan to introduce its new stream- 


liners. Smaller copy appeared in 50 more 
newspapers, and spot radio was used. 
The Caples Co. is the agency. 


ueeeeennel 


Heads New Company 


Howard B. Ellis has been namea 
president-treasurer, in charge of 
sales, of the newly-formed Howard 
Ellis Tag Company,  Brockto; 
Mass., manufacturer of tags. 


Joins Sweet's 


Robert Louis Stephenson, for- 
merly with Time, has joined the 
sales staff of Sweet's Catalog Serv- 
ice. His headquarters will be in 
New York. 


To De Pinna Store 

Irving Eisen, formerly produc- 
tion manager with Hirshon - Gar- 
field, New York, has ioined De 
Pinna, New York, in a similar ca- 
pacity. 


Beghold to WARM 


Kenneth Beghold, formerly pro- 
gram director of WBAX, Wilkes- 
Barre, Pa., has joined Station 
WARM, Scranton, Pa., 
capacity. 


MARK WOODS — President 


Mark Woods has an unusually broad background in Radio. A network 
broadcasting executive even before the formation of the National Brood- 
casting Company, he played an important part in NBC's financial and 
operative policies from its inception, as administrative officer, vice presi- 


dent, and treasurer. 


TRACY MOORE 
Western Sales Monoger 


oo) eee 


EDGAR KOBAK — Executive Vice President 


Edgar Kobak takes office with a unique record of executive experience 
behind him, both in radio ond in other fields. When not yet thirty he had 
become vice president of McGraw-Hill, and since then has served as NBC 
sales vice president, advertising agency executive, and vice president in 
chorge of Blue Network scales 


MERRITT R. SCHOENFELD 
Central Soles Monoger 


LUNSFORD P. YANDELL 


Vice President and Treasurer 


PHILLIPS CARLIN 
Vice President in Charge of Programs 


KEITH KIGGINS 
Vice President in Charge of Stations 


DON E. GILMAN 
Vice President in Charge of Western Division 


EDWARD R. BORROFF 
Vice President in Charge of Central Division 


E. P. H. JAMES 


Director of Publicity and Promotion 


GEORGE M. BENSON 
Eastern Sales Monoger 


FRED M. THROWER, JR. 
General Soles Manager 


DOROTHY KEMBLE 
Continuity Acceptance Editor 


Soles Promotion Manager 


in a similar 
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users make a “vanishing scent” test 

by noticing how quickly the odor 

disappears after the “exclusive, 

purifying ingredient does its work.” 
Still “Stops B. O.” 

A new slogan that will key the 
campaign was also _ introduced: 
“From head to toe it stops B. O.” 
A “popularity rating’ chart offered 
five possible clues to unhappiness. 

Following the introductory inser- 


lifebuoy Scent 
Vanishes Now, 
New Copy Says 


New York, Jan. 15.—The power- 


+a ery aed yoneigge tig po tions in Life and Look the copy will 
chiefly for its ability to “vanish” vo mS list of women's — 
this week, as Lever Brothers Com-  7!"€5 and farm papers. The Sono- 
pany launched its 1942 campaign in psi tecnaique is being employed in 
spot radio, magazines and farm = announcements, with a fog- 
papers. The campaign, which will 10orn-like droning, “B. O.—B. O. 


Spot schedules will be used in lead- 
ing markets, supplemented by 
newspapers in a few selected areas. 


also include newspapers in some 
markets, is the first placed by Ruth- 
rauff’ & Ryan since its reappoint- 
ment to the account a few weeks saa 

Hailing “new 1942 Lifebuoy” as 
“better than ever,” the opening ad 
stressed “new added ingredient, new 
vanishing scent and same _ protec- 
lather.” Copy suggested that 


Padre Names Riordan 


The John H. Riordan Company, 
Los Angeles, has been appointed to 
handle the advertising of the Padre 
Vineyard Company, Los Angeles, 
using outdoor and newspapers. 


Hartford Insurance 
Companies Launch 
New Campaign 


Hartford, Conn., Jan. 
lessness was singled out as the 
“partner of sabotage” today when 
Hartford Fire Insurance and Hart- 
ford Accident and Indemnity Com- 
panies released first copy in a new 
magazine campaign through New- 
ell-Emmett Company, New York. 

Opening insertion appears in 
Business Week, Newsweek and 
Time and will be followed by copy 
in Collier's and The Saturday Eve- 
ning Post later this month. The 
ads will appear once a month in 
the five magazines. 

Pointing out that industrial acci- 
dents cost America one billion and 
a half man-hours a year—enough 
working time to build 45 battle- 
ships, 195,000 light tanks or 15,000 
heavy bombers—copy asserts that 
‘carelessness “slows up war work 


15.—Care- 


. let’s stop it!” Ten suggestions 
are offered for cutting down losses 
caused by carelessness. 

An innovation in the campaign is 
the fact that for the first time the 
signature reads, “Hartford Insur- 
ance,” whereas formerly either one 
or the other of the two companies 
sponsored individual copy. 


Adds John L. Boyd 


John L. Boyd, formerly with 
Geyer, Cornell & Newell, Detroit, 
has joined McFarland Publicity | 


Service, Harrisburg, Pa., as account 
executive. 


Dentu-Grip to Spector 


Hudson Products, Jersey City, has 
appointed Raymond Spector Com- 
pany, New York, to direct advertis- 
ing for its Dentu-Grip. 


Names United Service 


Urban division of Seton Hall Col- 
lege, Newark, has appointed United 
Service Advertising, Newark, to di- 
rect advertising. 


ON THE BLUE 


Key people who will direct advertising 
and sales services of the Blue Network Company, Inc. 


COMPANY is people. And we are proud of 

the people who make up the newly formed 
Blue Network Company—some 500 men and 
women, young In years but nearly all of them 
old in radio. We wish we had room to let them 
all take a bow on these pages, for it is on their 
teamwork that our new Company's service to 
you will depend. 


But at least. and without false modesty, we'd 


like to present to you the key people whoare most Hour, 
‘ ° ° Die 

directly concerned with the sales and advertis Plays, 

ing services of the Blue. We'd like you to know many 


them better, because they are the ones who will 
be calling on you, and working with you to 
reach more ears per dollar, to make “sales thru 
the air with the greatest of case.” 

The Blue is now commencing its sixteenth 
vear. The new Company will own and operate 
stations WJZ in New York, WENR in Chicago 
and KGO in San Francisco. Blue Network pro- 
crams will also be heard over more than 100 
independently owned stations afhliated with the 
network—stations whose public-spirited service 


to their communities has been a major factor in 


the success of the Blue in the past. 


mean that 


For fifteen years, the Blue Network's adver- 
tisers have presented a diversified schedule of 
popular programs, and the Blue has supported 
and balanced these commercially-sponsored pro- 
grams with radio’s greatest roster of cultural, 
news and public-service features. ‘Phe Metropol- 
itan Opera broadcasts (now sponsored), Amer- 
ica’s lown Meeting of the Air, the National 


Farm and Home Hour, the Music Apprec lation 


the Symphony, National Vespers, Great 


the Breakfast Club. Club Matinee, and 


of the country’s leading dance orchestras 
are examples. lo maintain and improve such 
high program standards, the Blue Network will 
be counselled by an Advisory Committee elected 


by the network's independent alliliated stations, 


‘To advertisers, the Blue will continue to oller 
a nationwide medium which means lower distri- 
bution costs. To Radio Row and advertisers alike, 
the ability and wide experience of the men and 
women of the Blue Network, and the new en- 
thusiasm with which they approach their jobs, 
America’s second oldest network has 
taken a great step forward. Lloday, more than 


ever, “It's easv to do business with the Blue!” 


BLUE NETWORK COMPANY, Inc. A Radio Corporation of America Service 


APPLE DRIVE 


GROWERS IN BIG SCALE DRIVE 
FOR WASHINGTON DELICIOUS 


APPLES STARTING NOW 
yar 


5 


? leading retaders 
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and free 


alse support dri. 
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for stores 


hean display mater 
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WASHINGTON STATE APPLE COMMISSION 


Wenatches and Vukima, Washington 


Spot radio announcements to retailers 
and consumers, outdoor advertising in 
many cities, station posters and free 
tie-in display material for stores, consti- 
stute the current drive for Washington 
Delicious apples, outlined in this full- 
page advertisement in The Packer. Dis- 
tributors are urged to join the cam- 
paign, directed by J. Walter Thompson 
Company. 


Maintain Steady 
Ad Pace, Collier 


Advises Group 


Phoenix, Ariz., Jan. 15.—Advice 
to keep advertising regularly, even 
though war conditions may have 
seriously changed the business pic- 


ture, was renewed here this week 
by Charles W. Collier, managing 
director of the Pacific Advertising 


Association. Mr. Collier, addressing 
a meeting of the Arizona Publishers 
Association, said America fortu- 
nately can benefit by the experience 
of Britain where advertising, after 
the first shock of war, bounced back 
vigorously. 

Giving advertisers a list of do's, 
Mr. Collier suggested that they keep 
brand names before consumers, 
| whether the products are available 
jor not; advertise alternative or sub- 
| stitute products, and “do a_ real 
public relations job with your ad- 
vertising, making friends for your 
company and products rather than 
a mere institutional type of job.” 

Among the don'ts, the PAA 
lexecutive listed these suggestions: 
javoid scare advertising: avoid tak- 
ling an unfair advantage “that might 


}react unfavorably to you or your 
competitor's business”; don’t give 
any information of value to the 
country’s enemies; and don’t con- 
fuse the public on values. 
Has Nashua Account 

The advertising account of the 
Nashua Mfg. Company, maker of 
blankets, is handled by Alley & 
Richards Company, New York. An- 
other agency was listed for this 


company in a story on blanket pro- 
motion in the Jan. 12 issue of 
ADVERTISING AGE 
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Censors Tighten 


Rules on Radio 
Audience Shows 


No Programs Cancelled, 
But Revamping of Meth- 
ods Possible 


New York, Jan. 16.—Expressing 
complete agreement with the rules 
set down in the new radio code 
issued by the Office of Censorship, 
advertisers and broadcasters said 
today that none of the audience 
participation programs now on na- 
tional networks would be affected 
by the edict. At the same time it 
was indicated that every effort will 
be made to tighten up any loopholes 
that might conceivably violate the 
code in the future. 

It was pointed out in radio circles 
that early news reports of the code 
did not agree entirely with official 


interpretations given to broadcast- 


ing executives. For example, quiz | 


— 


programs involving audiences of 
more than 50 people are not con- 
sidered potentially dangerous, espe- 
cially when participants are picked 


|by those directing the show. No 


volunteers will be permitted from 
the audience, thus eliminating the 
possibility of getting enemy mes- 
sages onto the air. Special atten- 
tion will also be paid to seemingly 
innocuous remarks, such as “this is 
certainly a cold night,” or other tips 
that might broadcast weather con- 
ditions. 


Sees Little Difficulty 


Commenting on the censorship 
rules, Clarence L. Menser, NBC 
program manager, said there was 
no expectation that quiz programs 
on that network would be canceled. 
Instructions have been issued to 
producers, announcers and masters 
of ceremonies to veer away from 
all subjects the government regards 
as taboo, he added. For some time 
these shows have been monitored 
with extra care in Radio City, he 
continued, so that if, during any 
so-called ad-lib programs, objection- 
able statements are indicated by 
audience participants, a cut will be 


|made immediately. 


Mr. Menser also expressed the 


‘them in all their programs.” 


opinion that the code “will have a 
salutory effect, especially among 
some of the smaller stations which 
have overlooked the importance of 
strictly observing common sense 
censorship rules.”’ 


Others Give Similar Views 


At Mutual, Fred Weber, general 
manager, declared that affiliates of 
the network “will recognize the 
practicability and soundness of the 
instructions, and will comply with 
He 
said that since the outbreak of war 
Mutual and its stations have im- 
posed many voluntary regulations 
applying to program operations, 
particularly those concerning news, 
musical requests and audience par- 
ticipation broadcasts. The latter 
type, he pointed out, are produced 
before large studio audiences and 
are carefully supervised. No quiz 
or participation shows now on Mu- 
tual originate from remote locations 
such as airports or railroad termi- 
nals or similar public gathering 
points, he added. 

CBS officials confined their com- 
ment to the observation that they 
regard the rules as both reasonable 
and intelligent. 

The regulations issued today by 


the Office of Censorship called on 
broadcasters to ban man-in-the- 
street, request and other spot pro- 
grams which might be used by Axis 
agents to communicate with their 
headquarters or with saboteurs 
through prearranged signals. 

In addition, broadcasters were 
told that because they were being 
heard abroad by Axis intelligence 
operatives, “certain material which 
may appear in news service wires 
as appropriate for newspapers may 
not be appropriate for radio.” It 
was explained that printed matter 
is censored at the national borders, 
a procedure obviously impossible 
with broadcasts. 

Censorship Director Byron Price 
urged that, generally speaking, the 
radio industry discontinue “any 
quiz program originating remotely, 
wherein the group is small, and 
wherein no arrangement exists for 
investigating the background of 
participants.” 


Stay on Air 


A considerable number of net- 
work programs will find it neces- 
sary to tighten up their methods of 
operation under the new code, 
although it seems unlikely that any 
network programs will be forced off 


RR 
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OFF TO HIS OBJECTIVE—DIRECT, DELIBERATE, ASSURED OF HIS MACHINE'S EFFICIENCY 


Just as the pilot, his objective clear, his orders precise, speeds 
unswervingly to the defense of democracy, so must American 


business “tune” itself for war. 


Efficiency and Economy 


are the watch words of a nation at war. Efficiency to produce 
maximum effectiveness at minimum expense in time and 
money—Economy to conserve the dollars to buy planes, 
tanks, ships—the materiel of war. 


The Family Circle is Efficient 


For food advertisers, The Family Circle is the direct, delib- 
erate, efficient way to a known objective—food buying house- 
wives. There is no waste of time or money in: 1—a circulation 
method which goes directly to the customers of more than 
5000 high volume chain stores, 2—an editorial pattern built 
around the dominant interest of those customers—Food. 


The Family Circle guarantees 


1,650,000 circulation—actually 


delivers over 1,800,000 weekly. The main part of its circulation 
—78.2%—is in that all-important buying group with incomes 
between $1000-$3000. Difficult, if not impossible, to reach ade- 
quately through conventional printed media, the great mass 
of people in that income group purchase more than 57% of 


all the food. 


The Family Circle is Economical 


With a wasteproof, high-interest readership among food buy- 
ing housewives, The Family Circle produces maximum ef- 
fectiveness at minimum expense.—And the cost is low. Based 
on the guarantee, a black and white page is only $2 per 


thousand circulation. 


A Sign of the Times 


The Family Circle, designed for efficiency and economy, is 
playing an increasingly important role in wartime food ad- 
vertising. January 1942 advertising revenue is 32.4% ahead 


of January 1941. 
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The Pilliod Cabinet Co. will launch a new 
1942 campaign with this advertisement in 
trade publications calling attention to 
the advantages of wood as a packaging 
material, in respect to both design and 
utility, Howard Swink Advertising 
Agency, Marion, O., is in charge. 


the air. A quick check of programs 
of this type now running on na- 
tional networks revealed the follow- 
ing, among others: 

CBS—Bob Hawk for Camels; 
Major Bowes Amateur Hour, for 
Chrysler; We the People, for Gen- 
eral Foods; Vox Pop, for Penn To- 
bacco Company; Take It or Leave 
It, for Eversharp. 

NBC (Red) —Kay Kyser, for 
American Tobacco; Truth or Conse- 
quences, for Ivory soap; Uncle Wal- 
ter’s Dog House, for Brown & Wil- 
liamson; Information Please, for 
Lucky Strike; Battle of the Sexes, 
for Cummer Products; Dr. I. Q., for 
Mars, Inc.; Horace Heidt’s Treasure 
Chest, for Lewis-Howe (Tums); 
Wings of Destiny, for Brown and 
Williamson. 

Blue Network — Good Will Hour, 
for Ironized Yeast; True or False, 
for J. B. Williams; Quiz Kids, for 
Miles Laboratories; Service With a 
Smile, for Clark candies. 

Mutual — Double or Nothing, for 
White Laboratories; What’s My 
Name, for Standard Brands. 

In addition, sustainers such as the 
Town Hall Meeting of the Air will 
probably have to permit questions 
only from members of the audience 
who are known to the program con- 
ductors. 


Suspend Ford Hour 


New York, Jan. 16.—The “Ford 
Sunday Evening Hour,” long-stand- 
ing program sponsored by the Ford 
Motor Company over a CBS chain, 
will be suspended indefinitely after 
the March 1 broadcast, it was an- 
nounced here today. 


Revere Named as 
Ted Bates Radio Head 


New York, Jan. 16.—Tom Revere. 
formerly vice-president and radio 
director of Benton & Bowles, wil! 
join Ted Bates, Inc., on Feb. 2 as 
head of the agency’s radio depart- 
ment. He succeeds Jack Runyon 
who resigned last week. 


Appoints Parker-Allston 


Security Insurance Compan) 
New Haven, has named Parker 
Allston Associates to direct its a: 
count as well as those of the Ea 
and West Insurance Company a! 
Connecticut Indemnity Compa! 
members of the Security group 


Gregg Reelected 


Albert H. Gregg has been 
elected president of the Cigar Ins 
tute of America. Everett Meyer! 
Webster Eisenlohr was named vi 
president and D. Emil Klein 
Emil Klein Company, treasurer 


Hotel Appoints 


Chapman Park Hotel, Los “"- 
geles, has named Hillman-Sh - 
Breyer to direct its account. Ma“°- 
zines and direct mail will be u 


Mariott Resigns 
William H. Marriott has resigned 


as local display advertising ™<"~ 
ager of the Cincinnati Enquirer. 
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Stop ’em--show ’em--and sell ’em! 
Dr. West’s had the product to show 
em and the price to sell ’em! They put 
it up to us to produce a display that 
would stop ’em and bring ’em in! 
And we did it with mirrors! Mirrors, 
which by unique and angular arrange- 
ment, displayed an almost endless 


array of different groupings of tubes, 


yliruele 


if BE Unly 


toothbrushes and colors from each 
angle of vision--giving kaleidoscopic 
views of attention-compelling forms 
and colors in geometrical arrange- 
ment which changed before the eyes 
of the passer-by with each step taken! 
Brilliant light, brilliant color, brilliant 
reflections, all “put in motion” by the 


walking movement of the passer-by! 
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| SURGICALLY 
STERILE TOOTHBRUSH 
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30 for the Largest Selling Fethbrash in the World 
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Discussing your plans or requirements involves no obligation. Call, write, or telephone 


MAGILL-WEINS HEI™MER Cc OM PANY 
Producers of Sales -Making Advertising fer Over 33 Years 


1320 TO 1334 S. WABASH AVE. © CALUMET 7200 °* 


CHICAGO 
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VOU Leet BELIEVE YOUR EYES! 


Letterpress and Offset printing are distinctly different 
processes. But with all their differences, M-W CO. 
ingenuity and skill have made it necessary to use a 


magnifying glass to determine which is which! 


To speed production of Dr. West’s “Special Deals” 
book it was necessary to print one section of the 
book by Offset, the other by Letterpress. This meant 
that certain pages printed by Offset would face Let- 
terpress pages . . . requiring an accurate match to 
give perfect uniformity of appearance to the book. 
We challenge you to say which page has been printed 
by which process, without checking the ““squeeze” on 
the paper or using a glass on the screen or the type. 
This Dr. West's book, produced by two different 
printing processes, proves not only the resourceful- 
ness of Magill-Weinsheimer Company, but also that the 
excellent quality of M-W Offset matches in every way 


the excellent quality of M-W Letterpress production. 


Ask us to show you a copy of this interesting Weco 
merchandising book . . . it's an eye opener! 
MAGILL-WEINSHEIMER COMPANY 


13820 to 1334 8. Wabash Avenue © CALumet 7200 
CHICAGO 
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January 19, 1942 


ADVERTISING AGE 


Advertising Vital 
During and After 
War, Borton Says 


Outlines Many Tasks 
Facing Admen; Recalls 
Use in Last War 


Boston, Jan. 13.—There can be no 
question but that advertising will 
be needed during the war, not only 
to perform the multitude of tasks it 
has always performed, but also to 
take over a host 
of new ones, 
Elion Borton, 
chairman of the 


board of the Ad- 
vertising Federa- 
tion of America 
and advertising 
manager of La 
Salle Extension 
University, told 
the Advertising 


Club of Boston 
t lay. 

War is costly,” 
he said. “We face 
a war cost of 40 or 50 billions of 
dollars a year. A small part can 
be raised by taxes; most must come 
from borrowing. In either case, 
commercial and industrial life must 
go on as far as consistent with war 
effort—or there will be no money 
for taxes or buying of defense 
bonds. And our industrial life is 
built around mass distribution and 
advertising. 

Many Vital Uses 


“Moreover, our people must live 
while fighting the war. They must 
have clothes, shoes, food and 
thousand other necessities. . . Busi- 
ness must go on—not as usual—but 
even more efficiently. 
must have advertising to 
people about goods and prices. 

“Also important is the fact that 
business must be kept ready for the 
difficult post-war adjustment—must 
keep its channels of distribution 
open, its name before people, its 
wheels greased and turning. 
advertising is vital in that. 

“Without advertising income, our 
newspapers, magazines and _ radio 
stations would go out of existence 
aguickly. And we all know what 
that would mean in public morale 
and disorganization. A democracy 


Elon Borton 


is efficient only if its people are 
kept informed.” 
Many Changes Forecast 
Pointing to the recognition by 


high government officials of adver- 
tising’s usefulness in the last war, 
Mr. Borton declared that “advertis- 
ing must go on—but with many, 
many changes.” “Our jobs will be 
more difficult. Old patterns will no 
longer control—we must work out 
new techniques, follow new aims, 
struggle constantly with new prob- 
lems,” he went on. But, “we are 
accustomed to problems and expert 
in solving them. It may even be 
good for us to have to face these 
challenges; too many of us have, I 
fear, gotten into ruts and grown 
Soft. 

We must tell people through our 
advertising how to make scarce 
articles last longer, how to buy 
better, how to use goods made of 
materials not needed for defense. 
We must help find and promote sub- 
stitutes, we must prepare people for 


shortages, we must. discourage 
hoarding and hysteria in buying. 
We must develop and popularize 


Simplified styles and products. We 
Must help the public understand 
and adjust itself to war merchan- 

conditions. We must help 


isiness understand its share in this 
I il emergency. 


Urges Great Care 


the negative side, let’s make 


ul it we and others do not take 
idvant ge of the present emergency 
‘0 get more profits. Hoarding of 
aM iaterials or manufactured 
St unjustifiable price increases, 


ary lowering of quality and 
rp practices, even though 


And business | 


inform | , 
|and pleasure flying after the war no 


And | 


legal, must be avoided. There must 
be no thought of advertising to 
evade taxes. We must eliminate all 
exaggerations, bad taste, untruths. 
Our advertising must be more 
factual, more educational, less flam- 
boyant and blatant.” 

Turning to the activities of the 
AFA and of member clubs, Mr. 
Borton emphasized the role the 
AFA is playing in the national 
emergency, and urged local clubs 
to work with the Red Cross, the 
USO, on income tax campaigns, etc. 
In addition, he said, two major jobs 
plus the primary one of helping to 
win the war exist for advertising: 

“One is to help business and the 
|nation plan and prepare for the 
post-war adjustment. . . Otherwise 
we may win the war and lose the 
peace, 


Huge Job Ahead 


“A world to be resolved from 
chaos back to normalcy; interna- 
tional trade shot to pieces; from two 
to six million men returned from 
military service to be absorbed into 
normal activities; a national debt 
of anywhere from 100 billion dollars 
up to be handled; hundreds of new 
war material factories to be aban- 
doned or absorbed into competition 
with old plants; millions of defense 
workers to be transferred to other 
jobs; tremendous shortages of many 
consumer goods to be filled; a 
nation under centralized control to 
be brought back to democratic 
processes if possible—these are part 
of the job facing us in from one to 
four years. 

“There will be tremendous shifts 
in habits and in standards of living 
New products may absorb public 
interest. 
the airplane. By next summer the 
| U. S. will have the capacity to pro- 
|duce 72,000 planes a year (almost 
|twice as many as were built alto- 


at gether up to 1937)—and there will 
“ | be 100,000 or more certified civilian | 


pilots to say nothing of the many 
army and navy air men. What that 
| will mean in passenger, cargo, mail 


one can more than guess. But it 
certainly will affect mightily the 
railroads and buses, airports, recre- 
|ational centers, and what not. . . 


Must Interpret Industry 


, “A second major job is to inter- 
|pret American business and our 
| free enterprise system to the public. 
|For half the value of victory will 


Take just one example— | 


FIFTY MILLION DOLLARS, NOW 


| 
| 


be lost if through the war we lose | 


;}our democratic processes and 
| American way of life. 

“And the danger is greater than 
you may think. 

“The trend of the world for a 
|decade back has been toward regi- 
mentation and centralized control. 
| Hitler and Mussolini did not create 
.a trend; they merely rode and in- 
creased the trend. . . The danger is 
increased in the United States 
| because too many of our people fail 
| to understand the meaning of our 
| free enterprise system. . . Govern- 
|ment and the public are looking to 
business and industry now for pro- 
duction—while we are giving them 
that production, let us also make 
sure that they understand clearly 
that we are doing it and why we 


our 


are able to do it. 
“Tell them in advertising and 
publicity what business is doing. 


Tell it simply as a matter of fact— 
not boastfully. Tell them also what 
business is doing to prepare for the 
post-war adjustment. . . Scores of 
advertising leaders are already 
doing this effectively in their adver- 
tising—hundreds more must follow 
| suit.” 


‘Ward Buys WLAK 


Station WLAK, Lakeland, Fla., 
|has been sold to S. O. Ward, for- 
merly on the executive staff of 
WLAC, Nashville, Tenn.., 
R. Eidmann, who purchased the sta- 
tion from the Tampa Tribune early 
jin 1941 The transfer is pending 
FCC approval. Purchase price of 
the station was $23,000. Mr. Ward 
also holds 40 per cent of the stock 
of WHUB, Cookeville, Tenn. 


Names Harry Berk 


Accident and Casualty Insurance 


Company of Switzerland has placed 
its account with Harry 
New York. 


A. Berk, Inc., 


by Bradley | 


| 


CAMPAIGN STARTER 


This copy, stressing the excellence of 

steaks served on the 20th Century Lim- 

ited, is the first of a series of insertions 

scheduled for New York and Chicago 

newspapers. Lord & Thomas is the 
agency. 


Adds H. W. Jackson 


Harry W. Jackson, former presi- 
dent of the Beard Printing Com- 
pany, has joined the American 
Publishing Company, Detroit, as 
business manager. 


Withers Goes to Agency 
Caldwell Withers, formerly man- 
aging editor of the Record, Co- 
lumbia, S. C., has resigned to join 
Advertising Service Agency, 
Charleston, as account executive. 


Feature ‘Symbols 
of Century Travel’ 


in New Campaign 


New York, Jan. 13.—A switch in 
emphasis from the luxury of the 
train as a whole to details that 


stand out in the 20th Century Lim- 
| ited, will mark the New York Cen- 
| tral’s new campaign scheduled for 

New York and Chicago newspapers. 

Typical of the insertions to fol- 
| tow is the opening ad of 240 lines, 
| headed “Of Tenderloins and Tender 
Memories.” Copy deals almost en- 
tirely with luscious steaks served 
aboard the train. “Rather a trifling 
matter to concern a railroad?” the 
message asks. “Not at all! To 
many travelers the memory of this 
single platter has become a symbol 
of Century travel—a tradition of 
personal luxury and personal serv- 
ice par excellence.” 

Lord & Thomas handles the ac- 
count. 


Adds W. H. Watt 


W. H. Watt, formerly advertising 
manager of four newspapers pub- 
lished by Lower Merion News- 
papers, has joined the advertising 
staff of the Main Line Times, Ard- 
|more, Pa. 


Two to Rickerd 


C. E. Rickerd, Inc., Detroit, has 
been named to direct the advertis- 
ing of Sun Awning Company and 
Shedd Products Company, oleomar- 
garine and salad dressing. Both 
accounts are located in Detroit. 


Names W. B. Stuht 


W. B. Stuht has been named 
commercial manager of Stations 
KOMO-KJR, Seattle, replacing 
Hugh M. Feltis, who has been 
named station contact representa- 
tive of the Blue Network Company. 


Names Harry Kratzer 

Harry Kratzer, formerly vice- 
president and sales manager of 
Smart Set Glove Company, has 
been named eastern representative 


of Rollins Hosiery Mills, Des 
Moines. 

Downey Joins Mayer 

R. V. Downey, formerly with 


American Magazine, has joined 
Oscar Mayer & Co., Chicago meat 
packer, as advertising and sales pro- 
motion manager. 


Changes Firm Name 

Standard Mailing Machines Com- 
pany, Everett, Mass., has changed 
its name to Standard Duplication 
Machines Corporation. 


ee ee 


Why your Red Cross urgently needs 


How the fund is allocated .. . 
What it does in service 


Every dollar that you give now to your Red Cross marches into the thick 


of things where humanitarian help is needed most 


battle stations whe 


re the fighting is heaviest. 


up to the fronts and 
Into the Red Cross hos- 


pitals and First Aid units where prompt medical attention and supplies 


may save innumerable lives. 


And throughout our broad land to train 


and equip volunteers to meet any emergency that may strike. 


How the $50,000,000 
War Fund is Used 


SERVICE TO THE ARMED FORCES . 


Provides for the care, welfare and morale of the Army and Navy, including services to 
men in hospitals and during convalescence. © Provides an important link between the 
service men and their families; keeps the families from breaking up, supplies food, 
shelter, medicine, and even jobs where necessary. © Provides essential medical and 
other supplies outside of standard Government equipment. © Operates Red Cross head- 
quarters at camps and naval stations. © Enrolls blood donors and medical technologists 
for Army and Navy needs. © Provides millions of surgical dressings, sweaters, socks, 
ete. through volunteer workers. 


DISASTER AND CIVILIAN EMERGENCY RELIEF . 


$25,000,000 


$10,000,000 


Supplies emergency needs for food, clothing, shelter and medical attention for disaster 
victims. @ Assists stricken families in repair of homes and other adjustments; provides 
minimum reserves of essential relief supplies to prevent unnecessary delays 


CIVILIAN DEFENSE SERVICES + «+ «+ 


Trains volunteers for home nursing and nurses’ aides. © Trains nurses, men and women, 
for active duty with the Army and Navy. ® Trains volunteers in First Aid and accident 
prevention. ® Trains volunteers for work in Motor Corps, Canteen and Production. e 
Instructs men. women and children in preparedness against explosive and incendiary 


bombs. ® Organizes for evacuation of children and their families from stricken areas 


$ 5,000,000 


Asists Red Cross Chapters in establishing effective coordination of emergency relief 
with local and State defense authorities. 


SERVICE AND ASSISTANCE THROUGH CHAPTERS «- $ 4,000,000 


Gives assistance 
responsible 
men and their families 


OTHER ACTIVITIES AND CONTINGENCIES «+ « + 


and service to the 3.740 Red Cross Chapters with their 6,131 Branches 
for local Red Cross activities. particularly welfare work among the service 


$ 6,000,000 


Provides for unforeseen expansions in program and for new activities made necessary 


hy unexpected developments. 


TOTAL « « 


THE AMERICAN RED CROSS $50,000,000 WAR 


« $50,000,000 


NOTE TO RED CROSS CANVASSERS: Use this material to better inform contributors how 


their donations are being expended. 


This space contributed by ADVERTISING AGE 
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Advertising 
Protected in 
Price Control Bill 


“Business Practice" 
Clause Included in Con- 


ference Version 


Washington, D. C., Jan. 13.—The 
price control bill which went to 
Senate-House conference this week 
contained more safeguards against 
infringement of the advertising 
realm than any previous version 
since twin bills were introduced 
Aug. 1 in the House and Senate. 

This became a certainty when the 
Senate late last week restored the 
“business practice” clause included 
in the House-approved bill but 
scrapped earlier by the Senate com- 
mittee. Since the language of this 
section is identical in both bills, its 
inclusion in the law which will 
emerge from the conference com- 
mittee is assured. 

This clause provides that price 
control powers “shall not be used 
or made to operate to compel 


changes in the business practices or 
cost practices or methods, means or 
aids to distribution established in 
any industry, except to prevent cir- 
cumvention or evasion of any ceil- 
ing established under this act.” 


Disregard Henderson Plea 


Thus ends an 
again-Finnegan” 


“‘in - again - out- 

history for this 
particular passage. The original 
bill submitted by administration 
forces contained no such guarantee. 
It was added by the House com- 
mittee over the objection of Price 
Administrator Leon Henderson, who 
protested that there was no inten- 
tion to control advertising under the 
bill. Although much amended on 
the floor, this provision was retained 
by the House. 

Before the Senate committee, Mr. 
Henderson suggested that the lan- 
guage be changed so as to prohibit 
interference with business practices 
so far as they relate to advertising. 
Instead, the committee struck out 
the whole section, on the theory that 
advertising was sufficiently pro- 
tected by other provisions, notably 
the definition of “commodity” which 
bars regulation of advertising rates. 

When the Senate version reached 
the floor, however, Sen. Arthur H. 
Vandenberg offered an amendment 
calling for the restoration of the 
House section. Sen. Robert A. Taft 


made a strong argument in favor of 
it, and the bill’s floor manager, Sen. 
Prentiss M. Brown, raised no objec- 
tion on behalf of the committee, so 
it was accepted without a record 
vote. 

The bill as adopted by the Sen- 
ate with a single dissenting vote 
also contained the other protective 
clauses included in the committee 
bill (ADVERTISING AGE, Jan. 12). 


W. Howard Chose to 
General Mills Post 


W. Howard Chase, formerly asso- 
ciate editor of Whaley-Eaton News 
Service, Washington, D. C., has been 
named director of the department 
of public services of General Mills, 
Minneapolis. Mr. Chase was pre- 
viously assistant to the president of 
the American Retail Federation and 
an editorial writer on the Des 
Moines Register and Tribune. 


Promotes Beitzel 


George B. Beitzel, formerly sales 
manager of Pennsylvania Salt Mfg. 
Company, Philadelphia, has been 
named vice-president in charge of 
sales for the company. 


McGraw-Hill Elects 


J. E. Blackburn, director of circu- 
lation, McGraw - Hill Publishing 
Company, New York, has_ been 
elected a vice-president. 


Kansas City Milk 
Producers Start 
Co-Op Campaign 


Kansas City, Jan. 14.—Dairies in 
the Kansas City area believe that 
from an advertising, sales promotion 
and volume standpoint, 1942 will 


_be their biggest year and they have 


evolved a twin theme campaign 
capitalizing on economy and the 
drive for national health. 

With state and city nutrition com- 
mittees already functioning to help 
solve the problem of improving 
public health, milk producers were 
quick to offer their products as a 
solution. Moving first into the point- 
of-sale field, they enlisted grocers 
with signs showing milk at 11 and 
12 cents a quart to enforce the 
economy theme. Large posters were 
distributed to industrial plants, 
pointing to better health for more 
efficiency, and the city was circu- 
larized with banners proclaiming, 
“Cut Your Food Bills With Milk” 
and “Help Achieve National Health 
by Drinking More Milk.” 

Radio and newspaper advertising 
plans are not complete, but the two 
media are credited with boosting 
1941 milk sales 14 per cent over 
1940 sales figures. 


4 245,500 Bosses! 


HERE’S HOW TO REACH THE MEN AND WOMEN WHO RUN 
NEW YORK’S FAMILIES! Elmo Roper’s survey of subway riders 
shows that. of the 5.638.800 individuals who ride the New York 
subways in a month. 3.740.200 are either main earners or house- 


wives: 505.300 live alone. 


Subways are New York’s mightiest circulation medium. giving at 
low cost—in color—more than 153.000.000 monthly impressions 
on the city’s earners and buyers. They all use the subways—an 
average of 26.5 times a month: average trip—23.26 minutes. 


FACTS FROM ‘ 
ELMO ROPER’S — 


Use the Subways — 
Your Customers Do 


Give Superior Service on Roofs 
ond Sidewalls of Wer Housing’ 
ECONOMY 


COMFORT 

ae A 4 

TY on 
PROTECTION 
NON-CRITICAL 


ty ne me ee et 


RED CEDAR SHINGLE BUREAU 


BLUEPRINTS FREE! 


Ready availability of red cedar shingles 

for war housing projects is emphasized 

in this ad placed in the Washington Post 

and business papers, with the campaign 

also slated to appear in the farm press. 

Botsford, Constantine & Gardner directs 
the account. 


Stresses Cedar 
Shingles as War 
Housing Material 


Seattle, Jan. 15.—With an eye on 
the government’s vast war housing 
projects, Red Cedar Shingle Bureau 
has launched a newspaper, farm and 
business paper campaign calculated 
to show the advantages of red cedar 
shingles as an _ available, non- 
critical roofing and sidewall ma- 
terial. 

In two-color copy, the bureau 
compels attention with a red “War” 
crossing out the word “Defense” in 
the headline, “Defense Housing.” 
Copy plays up the economy, com- 
fort, long life, protection and non- 
critical status of the wood shingles. 
Spot photographs show projects 
|where the red cedar shingles are 
| already doing their bit for the cause, 
and an offer of free blueprints is 
made. 

Besides insertions in the Wash- 
ington Post intended to cach the eye 
of government officials, advertise- 
ments will appear in American 
Builder and Building Age, Architec- 
tural Forum, Country Gentleman, 
Farm Journal and Farmer’s Wife 
and Practical Builder. The farm 
| Paper copy will stress good farm 

buildings for greater productivity, 
rather than the war housing theme. 

Botsford, Constantine & Gardner 
directs the account. 


‘Names Boston Agency 

| U. S. Line Company, Westfield, 
|Mass., has placed its account with 
|Franklin Advertising Service, Bos- 
ton. 


KSO Ups Night Power 

Station KSO, Des Moines, NBC 
Blue network outlet, has increased 
its night power from 1,000 to 5,000 
watts. 


COLUMBIA'S 
STATION 
FOR THE 

SOUTHWEST 


KF 


WICHITA 
KANSAS 


Call Any Edward Petry Office 
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“Make no little plans... 


They have no magic to stir men’s blood, and probably 


. . ~ > 
La i ~ — i bs 
<>: =~. oe Laem 


° —— A 
eee — eS 


= themselves will not be realized. Make big plans .. . ” 


Thus the great Daniel Burnham, dreamer, designer, doer... 


who fifty years ago foresaw in a young city of mud streets, stockyards 


and railroads, the Chicago of today ... How Dan Burnham would 
have thrilled to the new Chicago Sun...a big plan, sprung from an 
idea to an institution in sixty days, as adequately implemented as if 
it had existed sixty years! ... A newspaper founded on the firm 


principle that a democratic press is the deserved right of an intelligent 


people ... produced in pride and competence .. . affording a new 
avenue of objective and unbiased information as vital and essential 


to Chicago as the magnificent boulevards Burnham believed would 


come... Welcomed with warmth and accepted with eagerness by the 


whole city ... functioning fully in its proper sphere from its initial 


issue, stamped with success from its first front page ...a newspaper 


big enough, and good enough, for the second city of the nation... 


“Make no little plans”... and make Chicago and The Sun 


part of the plans you make...to your 


i & 


AA | \ Zan 
present profit, and future prosperity... \ 4p \ / 
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THE BRANHAM COMPANY 


National Advertising Representatives 
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Holding Dealer Organizations 


Automobile manufacturers are 
holding sales meetings with their 
dealers in an effort to assist them, 
through better management and 
promotion of service facilities, to 
maintain their solvency and their 
existence during the war period 
when new cars sales will be at a 
minimum. 

Adequate production of parts for 
repairs will be maintained by the 
manufacturers, and it is obvious 
that every car owner will spend a 
great deal more on maintenance 
than if he were able to trade the 
old bus in on a new car whenever 
performance became less than satis- 
factory. Ownership of an auto- 
mobile has become a very important 
thing, and the comparison which 
many writers have made of the 
modern car with the horse of the 
pioneer plainsman is not very far 
away from the fact. 

The more than 40,000 car dealers 
of the country are probably the 
greatest group of specialty salesmen 
in the world. They have been 
trained for decades in hard-hitting, 
creative salesmanship, backed by 
all the promotional devices and sales 
stimulants which ingenuity and ex- 
perience could devise. The manu- 
facturers know that these organiza- 
tions are among their most valuable 
assets, and that they can be replaced 
only at great expense of time, ef- 
fort and money. They would be 


tremendously handicapped in the 
future if their dealer organizations 
were allowed to disintegrate now. 

These considerations apply to 
every type of distribution organ- 
ization used by manufacturers in 
every field. The specialty sales 
groups are of prime importance, but 
no distribution facility which has 
served successfully as a means of 
building volume sales at reasonable 
cost may be discarded without rais- 
ing a big question mark as to the 
future. Even when the major por- 
tion of a manufacturer’s efforts 
must be devoted to war production 
and direct sales to the government, 
there is a responsibility both to dis- 
tributors and consumers which must 
be met. 

In working with dealers and dis- 
tributors for the purpose of enabling 
them to replace new product busi- 
ness with maintenance and service 
sales, the manufacturer is likewise 
protecting consumer good will. In 
these times when many products 
cannot be supplied in normal vol- 
ume, satisfactory maintenance of 
equipment now in use, whether in 
the factory, the store or the home, 
is vital. Industrial advertisers have 
set an especially fine example in 
maintaining service contacts with 
users and distributors, and general 
advertisers will do well to develop 
similar plans, capable of execution 
throughout the emergency. 


Harvard Study Took Courage 


We have noticed some comments 
regarding the Harvard study of the 
economic and social effects of ad- 
vertising which suggest that it is 
not sufficiently aggressive in stating 
the case for advertising. This, 
however, is not altogether a disad- 
vantage, for the reason that if the 
study and its conclusions appeared 
to be influenced in any way by a 
desire to emphasize the favorable 
aspects of the situation, it might 
have been labeled an ex parte 
presentation and thus have lost the 
general acceptance among all groups 
to which its evident scientific and 
impartial analysis entitles it. 

While we are talking about the 
Harvard study, the completion of 
which marks a milestone in the 
thinking and discussion of the 
underlying problems of advertising, 
it might be well to remember those 
who were responsible for the in- 
itiation of this monumental project. 
The study was first discussed in 
1936 by the Advertising Research 


Foundation, and it was approved 
with the realization that the ulti- 
mate conclusions might not be 
favorable to conventional concepts 
of advertising by its practitioners. 
That took courage. 

On the board of the Foundation 
at that time were the following: 
Lee H. Bristol, Bristol-Myers Com- 
pany; Turner Jones, Coca - Cola 
Company, later succeeded by 
Harold Thomas, Centaur Company; 
Stuart Peabody, Borden Company; 
Ken R. Dyke, Colgate-Palmolive- 
Peet Company, later succeeded by 
Allan Brown, Bakelite Corporation; 
Allyn B. McIntyre, Pepperell Manu- 
facturing Company; Paul B. West, 


president, Association of National 
Advertisers; Richard Compton, 
Compton Advertising; H. K. Me- 


Cann, McCann-Erickson; Chester J. 
LaRoche, Young & Rubicam; Guy 
C. Smith, Brooke, Smith, French & 
Dorrance, later succeeded by Henry 
Eckhardt, Kenyon & Eckhardt; Wil- 
liam B. Palmer, J. Walter Thomp- 
son Company; and John Benson, 
president of the Four A’s. 


REAL READERSHIP 


Country Gentleman 


"This one says: 'When you decode this, return to the Puff-Pop Cereal Company— 
and we will rush you your free secret-agent'’s badge'!" 


Ad-libbing 


No Sale 

Down in Muskogee, Okla., May 
Brothers store has taken the bull 
by the horns by calling off its cus- 
tomary January clearance sale. In 
an advertisement in the local prints 
reporting the temporary demise of 
this annual institution, the store 
said: “Every suit, overcoat, hat, 
shoe or other item of merchandise 
in our stock is good—entirely sale- 
able and desirable—but, were we to 
offer this merchandise at a reduced 
price, it would be sold, and then 
we would be obliged to re-buy the 
same kind, At AN INCREASED Cost, 
with a corresponding increase in the 
retail price. We believe, therefore, 
that in the present situation, it is 
more patriotic for us to continue 
present price levels on merchan- 
dise bought prior to past and 
future price advances and to give 
the people of Muskogee and vi- 
cinity the benefit of this policy, 
rather than to unload at the present 
time, and then replace the same 
type and kind of merchandise, at 
an increased cost, with resulting in- 
creased retail prices.” 


Important Jobs 

The newspaper page shown here, 
run by International Shoe Com- 
pany of St. Louis in its plant cities 
of Hannibal and Cape Girardeau, 
Mo., and Springfield, Ill., and writ- 
ten, we’re told, by Haynes Mull- 
gardt, is not by any means the best- 
looking newspaper advertisement 


YOU'RE MORE IMPORTANT 
THAN YOU THINK! 


OTST WISHES FOR & VICTORIOUS MEW TiAl 


IMTERMATIONAL SHOE COmMPAnT 


we've ever seen. But it does talk 
sense, timely sense, about a very 
important problem. 

“For the past few weeks,” it 
says, “many loyal Americans have 
had a feeling of futility, a feeling 
that they are not doing their full 
share toward the great national 
effort. . . Millions of us have no 
place in Uncle Sam’s armed forces 
or in his vast defense industries. 


This does not mean that we are not 
doing our part. .. The country must 
be fed, clothed and sheltered. Prod- 
ucts must be made, transported and 
sold. These are the tasks, essential 
though undramatic, which have 
been intrusted to us. . . So, let’s for- 
get that feeling of futility. Let’s do 
our jobs calmly and swiftly, a little 
better than we ever did them be- 
fore. Remember—you’re more im- 
portant than you think.” 


Smoky Times Square 

Douglas Leigh, that spectacular 
operator of advertising spectaculars, 
seems to be literally going up in 
smoke. He’s sold Camel on a block- 
long eye-filler in New York’s Times 
Square which has for its central 
attraction a gargantuan soldier who 
placidly, continuously and very effi- 
ciently emits rings of smoke which 
blast out a hundred feet or more 
across the milling throngs and 
sometimes achieve a circumference 
of startling magnitude before they 
are disintegrated by the wind. The 
effect is good enough to stop plenty 
of traffic. Mr. Leigh first put the 
“smoke” to use on a Silex spectacu- 
lar a couple of blocks down the 
street. In this display, which is also 
operating currently, the smoke is 
“steam” issuing from the coffee 
brewer as the water it contains boils 
furiously, first over a gas fire and 
then over an electric plate. 


Waste and More Waste 

An editor friend of ours wonders 
if it is unpatriotic to point out a 
couple of examples of government 
waste which have come to his atten- 
tion recently. It seems that he has 
received any number of releases 
from government departments re- 
cently which are mailed flat in big 
kraft envelopes and reproduced on 
a much better and thicker grade of 
paper than is customary. Not more 
than a little upset about this, he was 
definitely upset when three com- 
plete electros arrived from _ the 
Treasury Department not very long 
ago—plates for a free advertisement 
plugging the Treasury’s plan for 
deduction of income tax payments 
at the source. They weren’t sent 
on order, apparently, but were made 
up and mailed to every publication 
without a by-your-leave. He seems 
to think that the government might 
have saved some copper and other 
metals as well as a lot of trouble 
and expense if it had offered to 
supply the plates to those who re- 
quested them, instead of sending 
them without any assurance that 
they would be used. He also seems 
to think that since the advertise- 
ment was an all-type job, any pub- 
lication which printed it would 
probably have absorbed the cost. 
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Information 
for 
Advertisers 


The following documents may be 
secured without charge from com- 
panies sponsoring them, or throug) 
ADVERTISING AGE, by any nationa! 
advertiser or advertising agenc, 
executive writing on his busine: 
letterhead. 


No. 1932. You May Have Ask: 
This Question Yourself. 


“How will it look in offset?” | 
this new portfolio, Laurel Proce 
Company offers some examples 
its work to show the effectivene 
of its offset process for various typs 
and sizes of printing jobs in cok 
and black and white. 


No. 1933. Norfolk, America’s No. 
Sales Area. 


Radio station WTAR has issued 
this booklet, which gives a detaile 
picture of business in the Norfolk 
Va., trade area. Figures on Wwhole- 
sale and retail trade, banking, and 
building construction are tabulated 
and considerable space is devoted 
to the importance of government 
activity in the area. 


No. 1943. A Guide to the Dental 
Market. 
Dental Survey has issued this 


brochure, which outlines the scope 
of its editorial content and shows 
why and how it is keyed to dentists’ 
need for up-to-date technical in- 
formation. The coverage story is 
presented, with a description of re- 
sults and advertising response. 


No. 1903. Country Gentleman’s 
1941 Book of Facts. 


This new book, issued by Country 
Gentleman, reviews the _ publica- 
tion’s documentary film, “Seed,” 
showing facts in action, and con- 
tains a reference section showing 
where the farmer spends his money, 
how much he spends for advertised 
merchandise and his status as a 
prospect for advertised brands. A 
circulation section of the book pro- 
vides the latest count of Country 
Gentleman circulation with other 
data from the 1940 census, arranged 
in alphabetical order by states and 
by counties. 


No. 1853. Cross Country Inventory. 
Since publication of its Cortland 
County, N. Y., study some time ago, 
Farm Journal and Farmer’s Wife 
has issued a number of other books 
containing material from the entire 
country. These include a Cross 
Country Inventory — General Data; 
Food Products; Automotive; Baby 
Products; Household Goods; and 
Cosmetics-Drugs. The studies show 
farm family ownership and pur- 
chases in these classifications. 


No. 1896. They 
About Us... 
“Not mad, just terribly hurt,” is 
the way The Star Weekly, Toronto, 
describes its feelings when someone 
was overheard to say that nobody 
reads anything but its comics and 
roto section. After an understand- 
able period of brooding a coast-to- 
coast survey of the Dominion was 
made, and results tabulated in t's 
attractive book. Readership pe'- 
centages are shown for the varous 
sections of the paper by location, 
age, income and occupation. 


Were Talking 


No. 1855. The Five Termites of 
Business. 

Rapid Copy Service Company 
offers this booklet, which repro- 
duces portions of “Advertising Faces 
Its Greatest Challenge,” pub! hed 
some time ago by Eastern Indus- 


trial Advertisers. The principal 
boring tool of the business te! nite 
|is described as the idea that ' 
|/unnecessary to advertise in pr* sent 
| day conditions. Several case  !5- 
tories are given, which show what 
happened to manufacturers wh? 
thought that because they wer 
oversold they could cut or eliminate 
advertising. 
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ADVERTISING AGE 


“To see life; 
to see the world; 
to eyewitness great events: 


to watch the faces of the poor and the 
gestures of the proud; to see strange things 
— machines, armies, multitudes, shadows in 
the jungle and on the moon; to see man’s 
work—his paintings, towers and discoveries; 
to see things thousands of miles away, 
things hidden behind walls and within 
rooms, things dangerous to come to; the 
women that men love and many children; 
to see and to take pleasure in seeing; to see 


and be amazed; to see and be instructed; 


“Thus to see, and to be shown, is now 


the will and new expectancy of half mankind. 


“To see, and to show, is the mission 


eC | now undertaken by a new kind of publica- 


tion, LIFE.” 


This statement, written in 1936 before the 
first issue of LIFE appeared, still defines 
LIFE’s essential purpose as the United 


States enters 1942—a nation at war. 


Week by week LIFE will continue to 
bring America the truth about the war 


and about the world. It will weave the 


it i awe history of the past, the happenings of 


the present, and the probabilities of the 
future into one comprehensive fabric 
which Americans can see and know and 


understand. 
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Extend Cellophane 
Ban to New List of 
Civilian Products 


Display Material, Cig- 
arets Included in OPM 
Order 


Washington, D. C., Jan. 13.—Use 
of cellophane and similar transpar- 
ent materials derived from cellulose 
for packaging or manufacturing 
purposes in 24 classes of civilian 
products was banned this week by 
order of the Office of Production 
Management. The order extends an 
earlier prohibition which applied 
only to 10 general categories. 

The new order, issued as an 
amendment to the earlier limitation 
decree, expires Feb. 15. It does not 
apply to cellophane stocks in users’ 
hands by Jan. 8, nor to stocks held 
by suppliers which were so pro- 
cessed by that date that the ma- 
terials could not be used by those 
unaffected by the order. 

One of the 24 categories, paper 
and paper products, includes adver- 
tising and display material, as well 
as books, periodicals, labels, tags, 
facial tissues, stationery, greeting 
and playing cards, and specialty 
papers. Excluded from the ban are 
scotch tape and window envelopes. 

Cigarets are on the prohibited list, 
but the ban does not apply in cases 
where foil has been omitted from 
the package either by OPM order 
or as the result of a voluntary de- 
cision by the manufacturer. Cigaret 
tips, however, are covered by the 
restriction. The order does not 
mention pipe tobacco, and refers to 
cigars and candy only in barring 
the use of package overwraps de- 
signed to protect box or carton 
rather than the products themselves. 
Gum and candy bars are not men- 
tioned. 

Other items on the prohibited list 
include decalcomanias, canned 
goods, bottled foods, bottled bever- 
ages, cleaning materials, plastic 
products, fountain pens, pencils, 
jewelry, clocks, watches, cameras, 
laundry and dry cleaning, candles 
and wax products, hardware, metals 
and sporting goods, textiles, leather 
goods, electrical equipment, rubber 
products, cosmetics and soaps, and 
razor blades and sets, except for ex- 
port purposes. 

Defense orders, and use of off- 
grade, waste or defective cello- 
phane, are exempt. Materials af- 
fected by the order are defined as 
cellolose products less than five one- 
hundredths of an inch thick, but 
those barred from cellophane use 
by the order are forbidden to use 
thicker substitutes. 

Shortages in defense materials 
made the order necessary. Essen- 


use the. Service, . | 
| 
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Pr oy car catds 


¢! O/ In 1935 

Boyce Service was available 
in 80 units: 2 advertisers 
used it #++ ae % In 1938 
units numbered 218: ==3 
advertisers 73. Yow just 
3 years later~1941 ~ Boyce 
offers you service throughout 
the greater Los Angeles 
market >... 2156 units; 
and 191 advertisers Hse 


tial war chemicals, sestaitnae chlo- | 
|rine, phenol and glycerine, are used | 


‘to make cellulose products. 


Combination Emphasized 


Minnesota Valley Canning Com- | 
|pany, Le Seur, Minn., will feature 
the use of Giant Brand green peas | 


with poultry, meat, fish and eggs in 
a double truck, four-color insertion 
in Life, Feb. 9. Leo Burnett Com- 
pany, Chicago, directs the account. 


Names T. C. Yarnall 


Thomas C. Yarnall, 13 years with 


the company and formerly assistant | 


merchandise manager of the tire 
division, has been named manager 
of budget sales of B. F. Goodrich 
Company, Akron, O. 
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Alcohol Tax Unit 
‘Reviews 76,859 
Ads in Year 


Washington, D. C., Jan. 15.—The 
|Internal Revenue reviewed 76,859 
advertisements appearing in 24,787 
publications and took “appropriate 
regulatory action” in 887 cases 
which involved various types of ir- 
regularities, according to the annual 
report for the 1941 fiscal year sub- 
mitted by the Commissioner of In- 
ternal Revenue. 

ATU also scrutinized 4,803 radio 
scripts and 4,250 pieces of point-of- 
|sale advertising. Particular atten- 


alcohol tax unit of the Bureau of | 


|tion was given to copy employing 


patriotic themes, as the result of 
a change in the rules during the 


year which gave the bureau in- 
|creased authority over objectionable 


advertising of this nature. 

Because the war cut off the sup- 
ply of many imported products, the 
bureau was unusually active in re- 
viewing the advertising of domestic 
brands designed as substitutes for 
items no longer available. It was 
found that promotion copy on such 
substitutes was misleading in some 
instances. 

Liquor taxes collected during the 
year amounted to more than $820,- 
000,000, an increase of 31.4 per cent 
which resulted chiefly from the im- 
position of higher rates. Distilled 


spirits accc'mted for 59 per cent of 
the total during the fiscal ye ir, 
compared with 55.6 per cent a year 
earlier. 


Advances Two 


R. M. Thierer has been named 
sales manager, and A. G. Suther- 
land has been named advertising 
representative in the metropolit:» 
district, of Food Industries, N¢« 
York. Mr. Sutherland was fo 
merly assistant business manager. 


Named Surveys Chief 


Stan Womer, formerly manager 
marketing research at Omar, Inc 
Chicago, has joined Industrial Su 
veys Company, Chicago, as chic 


|statistician and research editor. 


Spokane’s Inland Empire, 


shown on the map above, is 
large as New England, and 


MISS 
SPOKANE 


ce 


CAM CARDS: 


in Southern California bring — 
results’ 5° | 
For details and rates, write 


MAYNARD Boyce Inc. 
% oiling | 
LOS ANGELES 


Mle Atpartstttled ty FPitlonal WuanslCrle 


650 Chamber of Commerce Bldg | 


- 
: 


4 Advertising Representatives JOHN B.WOODWARD, Inc.— New York-Chicago-Detroit-Los Angeles-San Francisco 
eee | ee ee RO ae 


bounded on all four sides by 
formidable mountain ranges. 
Its central city, Spokane, is 
more than 300 miles distant 
from any other city of com- 
parable size. 


P1939 RETAIL 
SALES IN 
SPOKANE 


$65,583,000 


738,853 


Food stores........... 
General stores with feed . 
General Merchandise .. 
Apparel 

Furniture 

Automotive 

Filling stations . 
Lumber-building 

Drug stores . 

All others . 


Total Sales Retail Stores 
*U. S. Census of Distribution. 


IS POPULATION 


A Market as Large 
Bounded by Four 


1939 Retail vanes ae Market* 


$ 61,768,000 
7,634,000 
32,025,000 
12,526,000 
8,114,000 
41,971,000 
24,991,000 
24,293,000 
9,259,000 
50,862,000 


$273,443,000 


The above figures on Retail Sales in the Spokane area focus re- 
newed attention on the outstanding sales opportunities of this Amer- 
ican Wonderland. They furnish an interesting contrast to correspond- 
ing figures for the city of Spokane. 


1939 Retail Sales, _penene City* 


Food stores ....... 
General merchandise 
Furniture 
Automotive 
Filling stations 
Lumber-building 
Drug stores _.. 

All others 


Total Sales Retail Stores .. 


*U. S. Census of Distribution. 
**Withheld to avoid disclosure. 


$ 12,945,000 
12,533,000 
2,784,000 
9,734,000 
4,103,000 
3,179,000 
2,380,000 
17,925,000 


$65,583,000 
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- Whi . lined before brokers at a meeting in Bendix Wins Suit ’ ' 
Karol, Y _ Miller Cereal Chicago Jan. 25. , : Bendix Home Appliances, Inc., un rotests 
Join N.Y.U. Fac ty Mill E d “We are sticking with our phil-| south Bend, has been upheld by the 

John J. Karol, market research iis &£xpands osophy of optimism,” Mr. Werner|y. s, district court in its claim to Ci | § 

ins i i . lared. “Alth h rtain of | exclusiv F ights F { { 
ee Sow tom, hes eae ee 1942 Campaign ee age year pom eon to all poms enact aie Fig. smn Pood ree Ircu q ion ory 
teacning staff of New York Univer- __wi ; | manufacturers, we’re confident that |size suitable for domestic use. De- 
sity s Pg ~ ——— ee gp as as ane ane there are no bars to continued |fendants ge a ™ ay ne Printed in ‘Time’ 
e! » z arol wi ellver 7 : . eee, " A ssiv handis- orporation, ohn . é 
= ss of 15 weekly evening lectures | Miller Cereal Mills will promote all ose ag al = acnalie dieaele oa and Rex Earl Bassett. 
on “The Business Side of Radio,” | six of its cereals, as well as a new ~~ ; ‘ . 


c « . Ss 
discussing the relationships of the | product, Miller’s Muffin Mix, during account. Hopkins Steada Gales hg Agen Page oar ~ B 7 
FcC, ASCAP, BMI, and NAB to} 1949 jn regional and state farm _— saaiteaios 2 ‘ 
rad.o stations, networks, and their memere ond vedic Erwin. W. Elects Spencer D. Hopkins, formerly | circulation and distribution woes o 
clients. papers, newspapers a ’ ‘ asey ec | assistant director of the sales sec- | the Chicago Sun, Time magazine 
Edmund S. Whitman, advertising Jitters Have No Place Julian M. Snyder, director of |tion, has been named director of the 


: ed 4 | today welcomed a “more encourag- 
manager of United, Fruit Company, “Reduction jitters,” said J. J. |research and marketing at Erwin,!/sales and advertising section of 


W & Co. N York. | b G i Mot Gerseretion. D | ing report” from the Marshall Field 
WwW rk, will conduct a course in : ee ae | Wasey o., New York, has been |Genera otors Corporation, De-| ,awspaper ; omis to relate 
= By B- and trade journals in Werner, sales oe adv a as ‘elected vice-president in charge of |troit. J. W. Dineen, formerly direc- | rt i oll poet eg - 

the journalism department of New | ‘°F, have no place in Miller's 1942 research and marketing. Mr. Sny-|tor of the sales section, has been is Mecies Gia insite: aie 
York University on Wednesday |Plans. The company’s promotion | der was previously a director of the |appointed director of the service mice’ ae _ p y af 
from 6 to 8 p. m. and sales procedure are to be out-|agency’s London office. section. ime wrote in its Jan. 1 issue 
/under the heading, “Sun Down, 
that from its initial run of 896,000 
copies Dec. 4 the Sun had dropped 


, | to 390,000, “with heavy returns still 
running about 200,000." Informed 
guess, Time added, was that the Sun 
“might well be thankful to squeeze 
| through its first four months with 
an average circulation of 250,000 
instead of the 500,000 so sonfidently 

(4 A 


| predicted a month ago.” Distribu- 
|tion remains the newspaper’s big- 
gest headache, said the report, 


pointing out that Donald J. Walsh 
of the Chicago Daily News replaced 
Jack Stenbuck last week as circula- 


tion manager of the Sun. Adver- 
| tising in the paper, said Time, “con- 
sists largely of ‘new accounts.’ ” 
| Mr. Field and Silliman Evans, Sun 
| publisher, retaliated in a telegram 
published on the Sun’s front page 
|Sunday that the Time report was 
“very inaccurate, unfair and damag- 
jing.’ Despite tremendous distribu- 
tion difficulties, they said, net paid 
daily circulation has exceeded 
300,000 with Sunday circulation 
‘over 400,000. Pre-publication solici- 
|tation of advertising was based on 
a circulation of 300,000, it was 
added, “and this alone” disproves 
the Time claim that 500,000 was 
confidently predicted. Tallying its 
advertising, the Sun claimed more 
than 270 national advertisers during 
its first month, 10 of Chicago’s 11 
leading retail stores, and only one 
per cent of retail linage “from what 
|could be called new advertisers.” 
Time reprinted the telegram of 
protest today, adding that it “re- 
| ported the best figures available on 
net Sun circulation, the Sun having 
refused to give its own figures on 
unsold copies.” 
| The Chicago Tribune, meanwhile, 
announced its average net paid cir- 
heey during December in excess 
of 1,000,000 copies daily and 1,100,- 
000 copies Sunday. 


as New England and 


Mountain Ranges 


1942 looks bright for Spokane and its tributary Inland Empire. 
Power development at Grand Coulee dam, largest potential source of 
electric energy on earth, is being rushed. Major Spokane-area indus- 
tries are farming, mining, lumbering, all benefited by rising demand, 
advancing prices, lack of priority restrictions. 
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: Appoints Hammond 
Abrasive Machine Tool Company, 
The Spokane , 1939 RETAIL SALES East Providence, R. I., has ap- 
0 , ; pointed Alden M. Hammond, Provi- 
0 ers Seas Se IN INLAND EMPIRE dence, to direct advertising of its 
tail sales showed AP abrasive surface grinders, 
0 i Nie 
a * 
ul gain of 92.8% Cen A 
over 1933; of Names Olian Agency 
. 7 Ely & Walker, St. Louis, dress ; 
) 18.7% over 1935 manufacturer, has appointed Olian -— 
9 and were only Advertising Company, St. Louis, to A 
7 direct its account. Josephine Walsh 
0 1% under 1929. MISS is account executive. 
- INLAND EMPIRE 
0) 
~ a 


when you think of SPOTS 
... think of John Blair! 


okane Daily Chroni 


EVENING 


120,000... 81.24% UNduplicated 


NATIONAL STATION 
REPRESENTATIVES’ 


CLOGS . HEW TORE . OETEOT . tT LOU . Lam FERNENCO - 108 anette 


Me r . * =f ee & Pe 
= 3 ieee =. ee ; are. err oe he 


‘ s SiMe Pe Te, rie “ _ tary ia st 
nasil Fs a, 
i : 
J aa 
.. # 
>= _ > ee bi: 
>) aa Pd ; = f 
a eg. — _ : ' ‘ - 
; a, at ft i> oe 
ae P um Pick 
oo ’ A 3 _ 
ae SEs a - : : 
PF = _— > |< 
‘ 2 e “ a ‘- 7 
‘ ae. , . 7 4 * 
ee z+ —e a 5 _ agit: 
= — “2 a ~ ~~ ws 4 ee 
Wicivece = ° © 7s .* ij : a ; a ‘el 
: A ‘14 oe - ate ee y % *s§ Bi oo 
yy” op Oo -, ¢ ms — 4 , : es 
Be ra 2a ¢ 5 8 ‘ me | 4 
ahd > * vy, 3 e = 
Gay sts & a 
4 : a : iy 
F thie _ # ‘ » By j a | : 
— 
we G 
eA "hee 
‘- V ay a 
s ie 
iat & | 
f Pe e mae 
fo ow BLAIR wail 
| Color Representatives — Sunday Spokesman-Review Magazine and Comic Sections — Newspaper Groups, Inc. fam &¢ COMPANY nd 
| E Crenny, po 
" - a eS LST ¥ om 
ATs 
ME ERD Sale See Mae OE CMM CoCr Ak]. | oe ae ons eee, OT eae at tae es eT hog 


es 


16 


ADVERTISING AGE 


: CP eg te 


me Ai a et ae” 


January 19, 1942 


G-E Donates Radio 
Time to Government 

General Electric Company, Sche- 
nectady, N. Y., has donated a part 
of the time usually devoted to its 
“Hour of Charm” broadcast to the 
Office for Emergency Management. 
The program is heard at 10 p. m. 
Sunday, over the Red network of 
the National Broadcasting Com- 
pany. 

The first seven minutes are now 
devoted to a show-within-a-show, 
under the name “OEM Mailbag.” 
Questions on the war effort as it af- 
fects civilian life are answered. Ful- 
ton Lewis, Jr., ordinarily a Mutual 
Broadcasting System commentator, 
is in charge. 


Starts Saving Drive 

Popular Photography, 
has begun a saving campaign to 
help makers of sensitized products 
to regain empty filmspools, car- 


tridges, and filmpack containers by | 


appealing to photographic dealers 
throughout the country to join a 
“Save for Victory” campaign. The 
publication is supplying red, white 
and blue posters to all shops, call- 
ing attention to the necessity of 
saving for re-use. 


Power Increase for KCRC 


Station KCRC, Enid, Okla., Blue | 
network outlet, has upped its power | 


from 250 to 1,000 watts, day and 
night. 


Chicago, | 


Five Sirens, 40% 
Sales Jump, Make 
Waitt & Bond Happy 


Cigar Promotion to Be 
Heightened During 
1942 | 


| November, 
shot up 80 per cent. 


sales as a whole were up six per 
cent, while Blackstone was up 40 
per cent. In November, when the 
industry index for dime sellers 
showed a gain of two per cent over 
1940, Blackstone sales 
record 


Last year’s phenomenal 


was the fruition of a new merchan- | 


dising plan that had its inception 18 
months ago, when Robert B. Don- 
nelly, formeriy with Vick Chemical 
Company and General Foods Cor- 


poration, joined Waitt & Bond as_| 
in charge of sales | 


vice-president 


‘and advertising. Cigar sales gener- 


(Picture on Page 39.) 

| New York, Jan. 14.—The five | 
|shapely sirens who lured male} 
‘smokers to Blackstone cigars at a| 
record-breaking clip last year will | 
shine more glamorously than ever 
in the months ahead, Waitt & Bond 
|indicated today in disclosing a sub- 
stantially increased advertising 
appropriation for 1942. 

As far as Blackstone is concerned, 
'the high steppers, each representing 
a different shape in the cigar line, 
were definitely the girls of the year. 
| Their antics in magazines and news- 
papers stimulated a flood of fan 
|mail, but even more important, they 
symbolized a sales upswing that ran 
almost 700 per cent ahead of the 
industry’s over-all pace. During 
the first 11 months of 1941, cigar 


ally were in the doldrums, but Mr. 
Donnelly approached the problem 
with a fresh slant. 


Londres Is Leader 


His analysis of Blackstone sales 
showed that one size, the Londres, 
selling at a dime, continued to gain 
ground even when other brands in 
the same class were dropping be- 
hind. The Londres was consequently 
singled out as a “leader” in the new 
merchandising setup, which was to 
involve aggressive promotion of the 
four other sizes in the Blackstone 
line, as well. 

Befitting its new status as star 
of the line, Londres was dolled up 
with 17 per cent additional length 
and dubbed Londres-Extra, a move 
that tied in very neatly with the 


Why Is Hospital Management 
The Fastest Growing Publication 


i VHINGS are happening in the hos- 
pital field! 


Demands for expanded 
service due to the war, government support 
of increased hospital facilities for defense 


purposes, high priority ratings for hospital 


purchases and construction 


these things have not only attracted the 


attention of advertisers but 


new hospital information requirements. 


in the Hospital Field? 


advantage of 


projects—all 


have created 


of pages. 


broadened advertising opportunities 


and 


smart space buyers have not failed to take removed from the Blackstone sales 


the trend. 


Thus HOSPITAL MANAGEMENT, 
in addition to showing the largest gain in cent: and Class “A” (nickel sellers) 
net paid circulation for 1941, has likewise 
led in gains in number of advertising ac- 
counts, number of insertions and number 


And we predict that the gains 


will be even more pronounced in 1942! 


Thus the magazine which has gone to the 


front fastest during the past year has been 


able to orient itself to new 


and to translate them in terms of editorial 


service. 


That is why HOSPITAL 


MENT has led the hospital publication 
field in circulation and advertising gains. 


Added reader interest has cre 


ated new and 


If you are among the alert executives who 


would like to have the facts regarding what 


requirements 


is happening in the hospital field, send now 


for an interesting chart which we have pre- 


pared showing the performance of all 


MANAGE- 


ing months of 


the advertiser 


hospital publications during the challeng- 


1941. It will indicate where 


may expect most from his 


advertising dollars in 1942. 


Write for a Copy of *‘Trends in Hospital Advertising” 


HOSPITAL MANAGEMENT 


The Only ABC-ABP Publication in the Field 


. 


New York 


330 W. 42nd St. 100 E. Ohio 


Chicago 


Portland 
St. Terminal Sales Bldg. 


Los Angeles 
1709 W. 8th St. 


San Francisco 
68 Post St. 


king-size trend in the cigaret field. 
|Because Londres had always been a 
|good seller in the New England 


area, tests featuring Londres-Extra | 


|'and incorporating mention of the 
Perfecto, Panetela, Cabinet and 
| Junior sizes, as dramatized by the 
five girls, were launched in Rutland, 


newspaper campaign was extended 
to a few other Northeastern areas 
/in the months that followed. 

The Londres-Extra national debut 
occurred in April, 1941, when cam- 
paigns broke in Life and Time. As 
demand grew, newspapers were 
added in other local markets and 
by year’s end 30 dailies in 25 mar- 
kets were carrying weekly Black- 
stone insertions of 200 lines. The 
magazine schedule consisted of an 


initial four-color page in Life, fol- | 


lowed by half-page insertions every 
four weeks throughout the year, and 
|two-thirds pages in Time, monthly 
| except during the summer. 


Bonuses Offered 


Consumer advertising was mer- 
|chandised to the trade through 
|Tobacco Leaf and U. S. Tobacco 
|Journal, and a wide variety of 
counter and window _ displays, 
broadsides and direct mail pieces 
| were made available to dealers. As 
'an incentive for Blackstone sales- 
men, Mr. Donnelly instituted a plan 
designed to keep his men from 
focusing all their attention on Lon- 
dres-Extra, to the detriment of 
other sizes. Salesmen received a 
| bonus for making quota on any size, 
|but the bonus was boosted 50 per 
cent if quota was attained on at| 
|/least two-thirds of the sizes, and |} 
| 100 per cent on all sizes. 
| The national-local campaign and 
the merchandising trimmings were 
marked innovations for 70-year-old 
Waitt & Bond. But the plan pro- 
‘duced results. With the rapid ac- 


Vt., in October, 1940. The local | 
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Burnett Wins Out 
In Mysterious 
‘Numbers Game’ 


Chicago, Jan. 15.—Leo Burne:: 
Company, Chicago agency, was p: 
claimed the winner last week of 
strange “number game,” a game 
up five years ago when the C. | 
Hooper staff relaxed from statistic 
maneuvers long enough to indul; 
in a little whimsical digit-forecas: 
ing. 

A C. E. Hooper, Inc., invoice, a; 
pearing in the Leo Burnett offic. 
was mysteriously marked “Paid 
On the section of the invoice whe: 
the job number appears, there w; 
marked “11111.” The puzzle 
agency men looked at the “Paid 
stamp and pinched themselves 
after all, Christmas had passed. 
letter from the research compar 
set things straight. 

“About five years ago,” the lette 
jread, “in one of our midnight ‘sta: 
|meetings’ at the drug store lunc 
counter, we became intrigued wit 
'the idea of a job number with fiv: 
jidentical digits. We decided the: 
|and there that when Job 11111 cams 
|on our books, it would be delivere: 
gratis to the client, whether it 
turned out to be a $10 retabulatior 
or a $2,000 product use study. The 
rashness of that agreement is ap- 
parent to us now and, to a con- 
siderable extent, we should be 
grateful to you for giving us in Jol 
11111 a comparatively inexpensive 
| assignment.” 

The job turned out to be a coinci- 
dental study on the radio program, 
“This Is Life,” sponsored by the 
Hecker Products Corporation, New 
York, and produced by the agency’s 
radio department. 


'ceptance achieved by Londres- 
Extra, even in territories where the | 
|shape had never been sold, sharp 
| increases also were recorded for the 
other Blackstone sizes. In fact, even 
if the Londres-Extra boom were 


| picture, the stimulus to other sizes 
would have caused rejoicing. Sales 
lof Class “C” cigars (10 cents and 
two for 25), for example, were up 
85 per cent in November; Class “B” 
(2 for 15 cents), jumped 50 per 


jumped 100 per cent. 

“Blackstone Cigars had always 
been recognized as one of the lead- 
ers in New England and the North 
Atlantic States,” Mr. Donnelly said 
today, “but in launching a national 
advertising program, we faced the 
problem of having our advertising 
message delivered in many terri- 
tories where there was little or no 
Blackstone distribution. True, we 
expected to and did succeed in 
improving that distribution, but the 
success of our program depended to 
a great extent upon sales increases 
in our well-established territories. 
We have opened many new terri- 
tories, but most encouraging to me 
is the fact that sales are so far 
ahead in New England and sections 
where Blackstone had already en- 
joyed large consumer acceptance 
that we could entirely disregard 
new distribution in justifying our 
advertising program.” 

Plans for 1942 call for an ex- 
panded magazine schedule and use 
of newspapers in additional markets 
as distribution grows. The appro- 
priation is about 25 per cent larger 
than last year. Batten, Barton, 
Durstine & Osborn handles the 
Blackstone account. 


Changes Sales Heads 


Jones & Laughlin Steel Corpora- 
tion, Pittsburgh, has made the fol- 
lowing changes in its sales offices: 
John B. DeWolf, formerly head of 
the New York office, has been 
named district sales manager in 
Washington, D. C., and S. A. Fuller, 


Consent Decree Filed 


on Lumber Price-Fixing 

A consent decree, under which 
the National Retail Lumber Dealers 
Association and 22 state and re- 
gional dealer organizations are 
enjoined from price-fixing and allo- 
cations of markets and customers, 
was filed Jan. 2 in the federal dis- 
trict court in Denver. Some of the 
defendants indicted, the Department 
of Justice said, pleaded nolo con- 
tendere and paid a total of $78,320 
in fines. 

The case grew out of the two 
indictments returned by a federal! 
grand jury in Denver April 14, 1941 
The civil complaint charged the 
defendant associations with sup- 
pression of competition, price-fix- 
ing, allocation of sales territories 
and customers, and compelling 
manufacturers and wholesalers to 
refuse to sell to dealers not on ; 
“recognized” list compiled from th« 
membership of the association. 


Dentists’ Ads Out 

The Michigan supreme court hi: 
upheld a state law passed in 193! 
which regulates dentistry practic« 
and virtually prohibits all forms o! 
dental advertising. The opinion 
halts the advertising of 31 dentis! 
who have continued to advert 
while their case was being appealed 


previously located in Chicago, re- 
places Mr. DeWolf in New York. 
Ernest W. Harwell, formerly Mem- 
phis manager, has been named Chi- 
cago district sales manager, and the 
Memphis post is being filled by E. E. 
Hoehle, formerly Mr. Harwell’s 
assistant. R. J. Woods, Jr., has been 
named district sales manager of the 
|company’s newly-created Tulsa 
| office. 
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NOW HAS TWICE 
THE POWER- 
YET COSTS NO MORE 


(on contracts signed before Feb. 15!) 


HURRY! HURRY! HURRY! 


ITH its recent increase in wattage, 

WNEW comes into hundreds of 
thousands of new homes — better and 
stronger. 

Yet—on all contracts signed before 
February 15, 1942—this tremendously in- 
creased audience is on the house! 

Now— it’s doubly true: MORE PEOPLE 


Sig 


ae Sage te J ome 


SEY-24 HOURS A 


IN AND AROUND NEW YORK LISTEN 
TO WNEW THAN ANY OTHER IN- 
DEPENDENT STATION! (according to 
independent surveys—sent on request). 
And now—more than ever—WNEW 
is your best buy in America’s best market 
—the station that moves most goods — 


fastest—and at the least cost! 


REPRESENTED NATIONALLY BY JOHN BLAIR & CO.—R. C. FOSTER (NEW ENGLAND) 


ae 


i F _ oe 55 aye digi * | 
‘i Pera shy i “ pet? ee ‘oi conn - 4 : 
q a 
os. 
ee 17 ee 
Pie J 
= a ———— ———— = = = == thie 
+" oe 
Miho 
=o) 
7 
bide 
y ; le, 
s E hy ae 
: = i. 
as ee ee 
a 2 [ae oe, 
Ff 7 a 
; call : “wie, 
4 ie ‘ é Be 
‘ " a z : .~ *. 
= = a=" ~ 
- ce 
i= aa 
aie pie 
Sek ee 
ee. 
a 
rs 
oa us. % 
; a 
dewed ia 
br meee 
Seah SNe 
man y Sa 
a Base) iit 
ae 
“ss 
. ee 
u oe Z a, 
i ra iy 
ae a 
aad gt a wf 
é 
ej 
Tie is ieic: 
hv ae 
Oe ete 
¥ 
ce “ied - 
#55 WP ai 
are 
ee 
at f 
a 
5 ‘eu 
iy stam 
fer. 
Sen 
Wie 
, Zi * 
re ts 
“ae 
is 
ore: 
% a 
, “ 
7 ores ts 
i aaa? 
Po i 
Ra 
cae ereen 
: aoe 
a 
ses . 
ee " E w 
Soiginsiahnant in ites onthe te Ae ee Re ae a SRDS SR RN ee RS mit onseennos SS RO ERI RR IS SN IIL ESL ROR IT SI RTT Sees Ae A RRR SS Sa dasetetettatetsatt : 
Selepeteterenctartence crestenatenatasesetotees een cece eee a CRiiniaaieenne iat eatin ote en ns POR EN RI eS epee ets bec cionaoonhs ae RR ORR ET apes COST EE Rie Se SEO NE a a a A SS a TR a tt a a a 
bogie ee ene eet Bee ke ies haart esis ee See rae ite eee ce Begs Bans pe er sea a aan se en 
psc Seto eI Sc aca anata can eae on ea Seas namie hae eee ae Ra Betis oa ee atest aa: : Soap Ne eg a Se Bante ent Shasta sietae tennant seats stocoranend reiterate ce ae <e 
Bee cee ie nna a RO ee Sa Sn pene Sencar ans eae earn eee See ree See iene % re naseeee seinen RN RO oe bic ge ‘ ee 
Speen ne a a I a RR SR NER ae eR ee Rin nec cae ea gts : ih ota Sits Te a a SO peacoat oc oo J Phi 
a oa pues Bae Be roar Beanie Rag oe aims : seterenes : = r eae stot : ren pieces sie Pi) Re essai Sores ge ae , 
ie Sess eae RR RM ON ae i Soa RN oh ‘ : ih Sh RR Re ase oe PR ae RS ato : TD ee Soap a ae RS ae 
ie ett. Petit a a a Be : 3 es iia gal 
Rae ee RN sot. Ss Sin cninnien nate DS Roe eae Rane Sb Sac RL i 0 a a Be on 
Soe Ree : ' enn nen prema oon os % Se SO I a to ta ts Banana RN OR ‘ eae: 
perce tetera aria ponent $4 Rie. RO a Se cats Sones oe ONO . . OR. hale 
sip SRNR BD ee Sone Bieri ns ae . " Soe Sie we" ; alle 
papaeaenanes # rattan ens a lili “x ‘ ores Pie tence ee haga ae ‘ 3 
Retntecnsensteseh reseed % Ee Rp Ra ; 9 Sores a Bi “ St ar na eR OOS ed a 
Sashntiacen teres é. Ke AER : ees s J Sa ee : Lo ie a a 
Soatapesssone seta s ets Se : Rien F ia 2 sa Sanwa ae oe sae 
RR a a ie 2 ae ES » Me we Es > , % Leet Se teen ne ee : soa Ws 
Saas 2 Meee See ~> Seer % ES \ % nes Rn oi Regie ss é 
Sinema: 4 Hy % Bs ve onesies es ; =m lier stone aie oe eps: pers ae i bro ie psiiee ar 
Bentchsnnnene a 3 ¥ Recscen. rt in aes 3 ie TR a ae ae : psa De carnn sence Beste an 
Seema a g 3 Bsocens: ae se wy 2 : ie ee Sie eee i 
Sees oe: bs Rae aa BF nt A : a aie: irre: ee i 
Secs oe ES spc eneess Ses ; nanan : geen ; % aR ne ie ge: 
Ce Se Nd Re be Basenaene se coe si Oe RD ORR ae pitas as TO re Me Pe aR te i ae : 3 were F 
pate es 3 me si Pier aan ee rata oe Bs i ie ERR ik : ts pawn 
Geert. oo a os i oi. a SS oe. of BE we % BM Maes Ore 7" 
shat nee ener 3 : a EE EE meee ee ee ee ee ea 
oye acetate aC = ities so cian ne Brera se = = bd ‘. aoe 7 . : eee asa a i ‘= 
Ee en = ; CE a aa ie ena a ar He 
Bao Sats a sci i hn rs et ie se Bin percent ie aes aeRO ins Re ra nso big el 
Rae tet co ee SR RN ; RR RT la a a IO a ER ER a ee ea a 
Ga eeaee Bit, a Ba eigen ee bone Seemann Sie isis icici si sc ae Siac nea a ncaa i tia, 
Pee taprtcoren pe a Caen Ose nt SRR OR IS RESET IRR A eI Se ss ee ccaenaen tn nn ee ETD Ke aa eae 
gcse 4 Reber ae ae Pa PM pint pS eae ans 2, a a ie eas igi ge 
ee ; : pains ea REALE SEE: i a Re SS a A eA so , os RT : : 
; ~ : ~~, ‘ ce gg ae Nee Soaaserneon oe 3 xs ae “Sie sp i i sO RN OO i SO ss ae sae 
as Sige . ‘ a ia cae Sewell ge a amet PR Csr cee es gr aaa SR a Re al Sa ia ar 
TOR ; eo ’ Pina: am * 54 tas Pe nt ee oe “sale Si a a cn OM OO I Sa I aS ER a a I 
Sie ag . i= : ea angi Ss too MR became Bee ey ee ia ea ; aay pics is RPO = Sree arama ae 
a Fe ee ee eR we ee ee vee Si i a a ia gs is 
Pye! il E & i adios: cae = * a eS Fe hn . dt eee "2 “ea oa an. ——_— pee oui Sexe neg Ko ee aii, ” Sites: yey penne LR Sess 2 mee # 
sa i : i Wiis ee oe ean ART EZ ge oe: bal ‘ ’ sige ee ME ’ pee : got aes 
ce ¢ ie ‘ a see | ae & eee oy, a . eS a. 7. on eee ns RRM OTE ae noes ee Ph. 
Pa Y toy ¥ " ® go oe Eee ed F a ry ia rr o ais. i ae ab a aes ave ‘ ‘ eas ae ee MOE tn * ae eat ogi 
i ne. aa ° ‘eq ae eee ee ieee 2 ee ee Sey > gee ey zh se Lee A ce Oe ake : CBOE Dara. ree : a 
Tee ee ES Se eS ae ee 4 _— 
oe Ge cee : at Sen: - ; Pe ne a ie Ba oe . aeee i” aa Bee Rc ate re 
a are Ser, i ae ee ‘ 3 3 eee ge x ya = cna ea ee te 2" Pe: a ae is Br eee 
Bie. ae = : 4 e. ~ a - “a eal Sa a Dcaucdad ala i i a ent e a 
ee ie - . ~ i fa aes . ‘ by Se,” eee pas 
colts . > | ae ? ee 
¢ SERVING NEW YORK AND NEWJER -7 DAYS A WEEK! 
; a . - t a al 
di - _ - . i * es . Y a . :. 
-*** - < - a . > = P RS. oP Seng , : Pe 
ae %, rT? - — ~ a a we . a ~ . ae? 
bat SS - > . z 
jaa. 
age ts 
“Ch ae + ae * 
ysis “<— bal us ee ies 
PPS ii oi wal a 5, Seo < ae ae cyte ame % : WES... eee ae ee fe ey Oe a ee eer oe, ee i ae a oe - ee on hah 
ae te & iy ae ee ewe tee S) Paee lee oe be ) Fr: ae J oc Ae ; Yl a sg ‘ ae! ay aL? 4 ? Saws - ns & Wilkie, “ee Sg é : * Pe Oe fo ca Teo 
19 eS Aa eee oe ee cake ey ie ifaee zs; i ign 32 ot ee os f Re ae : oe Fa es ee 4 et eae ee Pe oy a ' rte at aad 
ine Fs ae aie eo sae Mee ee coy ee ae ‘i a eee \ ee te ee ee ape eee Wn tg tS a eee oy BE ed ig ae f . a a ee Ni ye es 


eg ah! Wx 


"e Pe * tas f si * ; fe tad \ ae 4: Pe ; i ia ~ 
| 18 ADVERTISING AGE January 19, 1942 


seni Y 


| The December front cover, you|ioned, certainly an event of historic 
will note, was a personalized adap-|import to those who participated 
tation of the campaign for defense | Next, there was a page devoted to 
bonds, while the rear cover was de-| pictures of men known to be in 
voted to a greeting extended to all| Pacific waters, and excerpts from 
/company men now in military serv- | letters received acknowledging the 
ice, plus a list of their addresses as | holiday packages. All in all, thy 
recorded at that time. The center|theme was very much in keepi: 

spread was a picture layout showing | with the times. 


Voice of the Advertiser 


This department is a reader’s forum. Letters are welcome. 


LOOK HOW IT GREW ! 


All in the View 


To the Editor: Here’s one for your 


bad timing department. i =item re Le WEBBER EXPANDS company women as they prepared CHARLES INGLIs, 
The two ads enclosed are taken | This is one of the most important NEW. MODERN PLANT COMPLETED 10 holiday gift packages which were) Editor, “Cuff Stuff,” Oklahoma 
from the January issue of Modern | canufacturing plants in Azericu! BUILD WEBBER PRECISION GAGES sent to each of these men. Else-| Publishing Company, Okla- 


Machine Shop. The Carborundum where, letters from men in the mili- homa City. 


ad illustrates the “backyard shack” 
which George Webber of Cleveland 
is supposed to be using to produce 


tary were featured, with the “luck” 
phase prominent because two 


=~ © ¥ 


Layout Maker’s Art 


chanced to deal with the personal 


precision gages. ‘odysseys of men at Pearl Harbor| T° the Editor: Enclosed find a 


The Webber Gage Company takes and Clark Field, P. I. example of the layout maker's ar‘ 
space in the same issue —and in- cen By similar coincidence, the Jan- | Those helpful fellows, it seems, no, 
cludes a photographic illustration of ta 80 - Som uary issue was already “in the |go into the field of crime detectio 


. Joti te 
its new, modern plant. 


JACK WEIsS, 
Editor, Occupational Hazards, 


'works,” with the American flag—|in an attempt to help Police Com 
in color—designated for the inside | missioner Valentine in his work 

/cover, when news of the attack on | The burglary story is headline 
Datheri Perpais Cagis bere guniet wits | Peart Harbor arrived. Subsequently, |“Fur Shop Is Problem for Polic: 


Cleveland, O. ‘ ; a 
,ve Sao of’ as now plan 'word was received confirming the | After It Is Looted 15 Times” and 
. 3 Foun Guay tech dtm ance haan death of the first company man jas you can see, the single-colum: 
Misplaced Credit cansosunnus cupediage 10 aurens sovday Us puny Ow” killed in action. As a result, the|ad in the adjoining column 
To the Editor: When we glanced = “ \effect, when readers opened the | headed “Who Dunit? I Did!” 
over the Dec. 29 issue of ApvERTIS- \. Y WEBBER GAGE COMPANY | book, was far more timely than the| It’s positions like this that give 
ING AGE, we almost experienced a house publication editor can ordi-|the agency business its flavor anc 
“blackout” of our New Year’s in- In the same issue of Modern Machine Shop in which Carborundum featured the | narily hope for, even though it did |humor and the client his high bloox 
tention to think well of everyone in “backyard shack" of Webber Gage Co. Webber used a full page to play up involve a hasty re-make which |pressure. We weren't the agency- 
1942. its new, modern plant. moved the second cover, Page 3, to | Thank Heavens! 


We don’t mind if you don’t give | T Page 4. Then, too, the issue carried | ALFRED J. FRIESNER, 
us any credit for new ideas or fea- | served their employers well by cre- | Evening Post from the anticipation a complete story of the manner in| Surety Advertising Company, 


tures, but when you credit our op- | ating advertising that has increased | angle. | which the first war extra was fash- |New York. 


position newspaper instead, that is 
just too, too bad. 

On page 6, under the heading 
“Starts Blackout Section,” you mis- 
takenly credit the “Blackout” fea- 
ture to a local paper which did not 
carry the column. We carried this 
feature on our classified pages and 
the dealers reported big sales. This 
column was sold in jig time after 
blackout instructions were ordered. 

Like any other advertising de- 
partment, we like to sell features 
on a “repeat” basis, but this is one 
we hope we don’t have to stress 
again. Don’t you agree? 

L. J. CUMMINGS, 

Classified Advertising Manager, 

Vancouver Daily Province, 

Vancouver, B. C. 


a a 


Celebrates 95th Year 


To the Editor: Your morning 
mail today brings you the usual 
bi-monthly copy of “Bagology,” 
house organ of our company. This, 
the December issue, points out that 
the Chase Bag Company is entering 
its 95th business year. “Bagology” 
is entering its 42nd year of con- 
tinuous publication — and is the 
fourth oldest house organ in the 
United States, 

“Bagology” was founded by the 
Cleveland Bag Factory in July of 
1901 and, surviving two changes in 
ownership, has continued uninter- 
ruptedly as a monthly or bi-monthly 
magazine since that date. At pres- 
ent it is a 6 by 9 inch, 24-page pub- 
lication with a circulation which 


varies between 50,000 and 75,000. | 


Chase ads appear on the back cover 
and on some inside pages. Late 
market reports on cotton, burlap 
and paper are supplied by Chase 
field representatives, and general 
human interest articles, written by 
the editor and publisher, William 
Feather, complete the contents. 
Advertisements are by the Chase 


agency, Louis E. Wade, Inc., of Fort | 


Wayne, Ind., and R. G. Warner is 
account executive. 
FRANK S. GREEN, 
Chase Bag Company, Chagrin 
Falls, O. 
a 


Aid Jobless in 
Field, Rankin Urges 


To the Editor: While both Big 
Business and Labor are well taken 
care of, or at least have formidable 
support and representation in 
Washington to help put unemployed 
labor back to work after priorities 
have temporarily interfered, adver- 
tising men among the unemployed 
have no one leader in Washington 
to look out for their interests and 
salvation. 


A letter from a prominent adver- | 


tising man asks me to enlist to help 
those unemployed in Detroit, Cleve- 


land, Akron and other cities, to be | 


placed in the government services 


in Washington. Most of these men | 


and women are over 35 and have 


sales economically. 
| I believe we should ask Floyd 
|Odlum to be as useful in helping 


j}unemployed advertising men and | 


| 
|/women as he has been to small 


business, and by so doing he will 
|earn the commendation of not only 


‘the advertising agency business but | 


all advertising media. 

I would also suggest that national 
/and local advertisers offer, as a war- 
time sacrifice, to increase all adver- 
tising rates 100 per cent and agree 


to use less space and radio time, | 


{thus solving the “saving of paper” 


problem and making more radio | 


time available for government use. 
I believe the initiative should come 
from advertisers. 


We must start thinking of “thrift” | 


in the use of advertising space and 


non-duplication of advertising ap- | 
peals in the same newspaper, maga- | 
zine or other media, including radio, | 


and thus cut down the unnecessary 
| use of white paper so that materials 
|that go into the manufacture of 
| paper may be used for purposes to 
win the war. 


news space since 1939—and the 
sooner we look ahead and plan, the 
less inconvenience there will be 
later this year and for the duration 
of the war. 
WILLIAM H. RANKIN, 
William H. Rankin Company, 
New York. 


vgysep 


Borden Expresses Thanks 


my appreciation of the story which 
you carried in ADVERTISING AGE of 
Dec. 29. 

It is our hope here that our study 
may have real influence in bringing 
a better understanding of the im- 
portance of advertising in the econ- 
omy and of the problems connected 
with it. Your article was highly 


thanks to you. 
Neit H. BorpDen, 
| Professor of Advertising, 
Graduate School of Business 
Administration, Harvard Uni- 
versity, Boston. 


. Vv 


Baig-ol Luck Works 
for “Cuff Stuff” 


To the Editor: We noted in the 
| Jan. 5 issue of ADVERTISING AGE that 
an edition of “Monsanto News,” 
which arrived in the homes of re- 
cipients on Dec. 8, was credited 
with being particularly timely be- 
cause it appeared the morning fol- 
lowing the first Japanese attack on 
American possessions. 

Perhaps, then, you will be in- 


|terested in receiving copies of two 


issues, December and January, of 
“Cuff Stuff,” publication distributed 
to Oklahoma Publishing Company 
employes. Each, it seems, equalled 
the fabled luck of The Saturday 


In Great Britain they have had to | 
practice thrift in advertising and | 


To the Editor: I want to express | 


successful in getting the flavor of | 
the book, and I want to express my | 


i 


$199,031,000 sales field. 


The Record Newspapers, Troy's sole dailies, 
alone reach 26% of all homes in the above met- 
ropolitan district, and at a single rate of only I2c per 


THE TROY RECORD 
THE TIMES RECORD 


THE TROY RECORD CO J. A. VIGER 


AN, ITS) WHERE ; ; 
A ITS SPENT 
THAT COUNTS 


It's not where folks get their pay envelopes but 
where they spend ‘em that counts. 

That marketing axiom is true in Troy, too. The 
estimated $40,918,000 in industrial wages paid to 
the thousands in the United States Arsenal, blast 
furnaces, steel mills and machine shops in the Troy 
A.B. C. City Zone is swelled by the earnings of 
other thousands who daily commute to electrical 
shops, tank factories and army depots in other parts 
of the Census Bureau-defined Troy-Albany-Schen- 
tady metropolitan district. 

More than 140,000 persons, a third of the popu- 
lation of America's 27th market, lives, plays and 
spends its money in the Troy segment of this 


ADVERTISING MANAGER 
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If you earn your cakes by living dangerously and are paid in proportion to the chances you take, that's 
all right with us. If, on the other hand, you are an advertising production man, you cannot afford to 
take chances. Deadlines must be made. Engravings must be made right the first time. This is where 


we put our own plug in. We deliver on time and our engravings are made right in the first place. 


COLLINS, MILLER & HUTCHINGS, Photoengravers 


207 NORTH MICHIGAN AVENUE, CHICAGO, ILLINOIS 


> The above portrait of a lion tamer is reproduced through the courtesy of St. Paul White Lead 


and Oil Co. from a drawing for Lion Brand Paints by John Averill. 
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Nelson Named 
War Production 
Czar of Nation 


New Post Climaxes 
Career of Sears, Roe- 
buck Executive 


Washington, Jan. 14.—Supreme 
command of the nation’s war pro- 
duction program was thrust this 
week upon the shoulders of Donald 
M. Nelson, the mail-order merchan- 
diser whose powers are now second 
only to those of the President. He 
will head a new War Production 
Board which replaces the Supply 
Priorities and Allocations Board. 

The 53-year-old executive vice- 
president of Sears, Roebuck & Co. 
was named to the biggest job given 
a civilian since President Wilson 
placed Bernard M. Baruch in charge 
of the War Industries Board in 
World War 1 by executive order 
of President Roosevelt in answer to 
repeated demands for one-man con- 
trol. 

Mr. Nelson’s appointment capped 
a rapid rise in his responsibilities. 
He came to Washington in June, 
1940, as coordinator of purchases for 
the old National Defense Advisory 
Commission. When the Office of 
Production Management came into 
being a year ago, he was named to 
head its purchases division. When 
SPAB was created as an over-all 
defense planning agency, he became 
its executive director, at the same 
time trading his purchasing post at 
OPM for that of priorities director, 
a job he has now given up to devote 
his entire time to the larger task. 


Sears Keeps Him 


‘creased. At one time last year he 
/was reported to have submitted his 
resignation to President Roosevelt | 
in protest against Army and Navy 
obstacles to OPM _ procurement 
plans, but Mr. Nelson got his way | 
and the resignation was not ac- 
cepted. 

Washington has been amazed by 
his capacity for work, his ability to 
get things done and to cut red tape. 
He has steered clear of the quarrels 
which have halted the rise of other 
industrialists in the ranks of gov- 
ernment. He has been able to get | 
along with New Dealers without | 
alienating the support of business. 

His ambition all along, he has told 
friends, has been to “get this thing 
over so I can go back to my busi- 
;ness.”’ 


Names Stack-Goble 


King-Trendle Corporation, De- 
troit, has named Stack-Goble Ad- 
vertising Agency, Chicago, to handle 
advertising for Station WXYZ, 
Michigan Radio Network, The Lone 
Ranger and The Green Hornet. 


| Names Frank Weston 


Swiss Cleansing Company, Provi- 
dence, R. I., has named Frank Wes- 
ton, Providence agency, to direct its 


| advertising, using newspapers, radio 
/and car cards. 


KSD Adds Peggy Cave 


Peggy Cave, formerly with Wo- 
man’s Home Companion as the St. 
Louis “Jean Abbey,” has joined 
Station KSD, St. Louis, as director 


|of women’s activities. 


Boy Scouts Seek 
$325,000 in 
N. Y. Drive 


New York, Jan. 


13. — Featuring 


| the slogan, “Defend Tomorrow—To- 


day,” the Boy Scouts of New York 
will launch a newspaper campaign 
| Jan. 20 in an effort to raise a fund | 
| of $325,000. Space will be donated | 
| by leading department stores. 

One of the ads in the series points | 
/out that Captain Colin Kelly, Jr., | 
_ first American hero of the war, was 
a boy scout and asks, “Is it worth 
your money to build this sort of 
manhood?” Another ad utilizes a 
drawing contributed by Charles 
|Dana Gibson. In emphasizing a 


January 19, 


minimum need of $325,000 for the 
current year, copy asserts that 50. 
000 boy scouts are now in training 
to cooperate with the Red Cross, air 
raid wardens, police, fire and civ \]- 
ian defense authorities. 

Copy was written by and all the 
ads were prepared under the dir: 
tion of Kenneth Groesbeck, vice- 
president of Ruthrauff & Ryan. The 
agency donated its services. 


Francis Appointed 


Clarence Francis, president 
General Foods Corporation, h 


|/been appointed administrative 


sistant to Federal Loan Administr 
tor Jesse Jones. He will serve wit 
out compensation, and will al] 
assist Sam Husbands, president 
the Defense Plant Corporation. 


| 


for $1 


The new production and procure- | 


ment czar started out to be a chem- 
istry professor. After college he 
took a Sears, Roebuck chemical job 
in order to finance further chemical 
studies. The mail order firm never 
let him go, and he advanced through 
various merchandising responsibili- 
ties until he was the operating head 
of the vast organization. 

Mr. Nelson was no stranger to 
Washington when he assumed his 
first defense job. Back in NRA days, 
he was a code administrator and 
assistant to the chairman of the Na- 
tional Industrial Recovery Board. 
In 1939 he headed a special com- 
mittee of the Business Advisory 
Council of the Department of Com- 
merce. 

When called to Washington at the 
outset of the defense program, his 
first assignment was airplane pro- 
curement. The job was to last but 
a few months. His duties widened 
as appreciation of his ability in- 


| 


FIRST 
IN ST. LOUIS 


In national spot and 
local commercial 
quarter hour volume. 


ST. LOUIS 


KWK 


Mutual Broadcasting System 
Represented by Raymer 


eS Bh ae 4 
OO ae Rama 


1 Astonished natives of Sanibel Island woke one morning to 

find hundreds of tourists invading their lonely reef. “Shell Shock,” 
an article in the Post, told of priceless sea-shells found on that 
Florida islet, attracted swarms of visitors. Cars lined up 40 deep at 
Sanibel’s ferry landing. So fast did nearby Florida newsstands sell 
out that Post issue, copies were bid up to $1 per. ( Things really hap- 
pen when you put something in the Post!) Here’s another . . . 


x 
2 


Alcoholics Anonymous are a band of ex-problem drinke! 
he!p other alcoholics beat the liquor habit. Their Good San 
exploits described in one early 1941 Post brought hope to f 
throughout the nation. Doctors, clergymen, relatives of dri 
seeking extra information about this article, flooded the me 
inquiries to the editors. Post mail sacks are accustomed t: 


who 
itan 
ilies 


<ers, 
with 
such 


burdens. ( Post readers go into action fast!) For instance... 
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To Head Graham-Paige  (Cl]qssified Ads 


joseph _B. Graham, president als “ M 
Grahnam-Paige Motors Corporation, | 
has retired from active manage- een 1n ore 
ment of the company and will be 
succeeded by R. J. Hodgson, who Important Role 
t| Dec. 31 was manager of the ae 
un : , = SDE 
Detroit office of the Reconstruction nts mF. Tne 7m. ss. —wewapaper 
Finance Corporation. Mr. Graham classified advertising is going to 
will continue as director and will play an increasingly important role 
retain his financial interest in the) during the victory drives, the New 
company. York and New England department 
_of the Association of Classified Ad- 
Detroit Gets Center |vertising Managers was told at its 
The consumers division of the annual convention hefe last week. 
ice of Price Administration, in Classified advertising may be 
coperation with local consumer | expected to gain importance during 


erests, ee ee ae ron the next decade in “helping people 
— . 1 their needs and to adjust 


( 

c 

l 

( . 
Detroit. Space was made available to fill 
I 

\ 


Wayne University at 438 W. themselves to constantly changing 
‘arren street. ; conditions,” said Felix S. Towle, 


{executive secretary of the associa- 
tion. 

Binghamton will be the scene of 
| the 1943 meeting of the department 
jwith H. S. Theobald, classified | joined Farm Journal and Farmer's 
advertising manager, Binghamton | Wife, Philadelphia, as 
| Press, as chairman. director. 


— — promotion manager of the farm 
Wiggins to WBZ 


paper, has been named associate 
director of research and sales pro- 

Gordon M. Wiggins, formerly 
with the sales promotion depart- 


motion. 
ment of WLS, Chicago, has joined : umm 
the sales department of WBZ- FTC Cites C or 


Adds David Morrison 


David Morrison, for the past nine 
years on the copy staff of Geare- 
Marston, Philadelphia agency, has 


WBZA. Boston The Federal Trade Commission 
: has issued a complaint charging 
Cummer Products Company, New 


‘Sanford to Transit 


Robert E. Sanford, formerly with 
New York Subways 
Company, New York, has joined the 
sales staff of Transit Advertisers, 
New York. 


York, with misrepresentation in the 
sale of Energine Shoe White. FTC 


product will 
grease spots, won't rub off, and 
won't stain clothing or furniture. 


3 Swamped by 4000 personal letters in 6 days was Californian 
George R. Keith, who wrote an article for the Post in 1941. ““Do 
You Know Anybody Who Has a Job for Somebody?” was the title, 
told the secret of Keith’s job-finding method. Description of his 
thirty-year hobby stirred Post readers to help, and their enthusiasm 
bubbled through reams of correspondence. (People boil over quickly 
when they see it in the Post!) Listen to this... 


A Explosions occur in the advertising pages, too! Post ad brought 
I\CA-Victor 16,861 quarters in 2!4 months from people who read 
about their new Long-Life Needle. Post ad gave Cluett, Peabody 
thei biggest Arrow Shirt promotion in 10 years. Post ad gave Sim- 
mons Co. their biggest Beautyrest selling month in 10 years. Heinz 
used the Post to get 60,000 grocery store displays in one month. ‘‘No 
other magazine gives us such fast action!”’ say Post advertisers. 


\ FLORIDA 


ey : 
ae 


: deed 


4 Author’s-eye view of America, painted by artist Vladimir 
Bobritsky, depicted geographical locations of Post stories. This 
map, described in the April 12, 1941, issue of the Post, was offered 
to readers for 10¢. Quickly 30,104 people sent dimes so they could 
get better acquainted with the scenes in their favorite magazine. 
(Eruptions like that give you a notion of Post reader-interest!) But the 
editors have no monopoly on reader response. 


publicity | 
Hal Jeunet, formerly sales | 


DRIVE EXTENDED 


“TOM MILLET GRIMY HANDS 
‘ST HIM HS RLAST MG 


Advertising questioned Cummer claims that the | 
remove all dirt and | 


Is Released 


LAVA The emaming dowtte ectiee soap comtanns 
Lame cape ee tee Sets one re 
eal 


oe ee 


With this attention-compelling headline 
and copy promoting Lava as an all-pur- 
pose soap, Procter & Gamble is extend- 
ing its campaign from New York state 
(Advertising Age, Oct. 27) to several 
cities in Michigan, western Pennsylvania 
and West Virginia. The Biow Co. directs 
the account. 


irst Leaflet 


Defending Ads 


New York, Jan. 14.—In line with 
a report on defense of advertising 
contributed by William E. Rudge’s 
Sons under the direction of Anna 
Steese Richardson to the joint meet- 
ing of the Association of National 
Advertisers and the American Asso- 
ciation of Advertising Agencies at 
|Hot Springs, Va., Nov. 13-14, the 
|first of a series of pamphlets has 
been distributed to cooperating 
| organizations. 
| The first leaflet, 100,000 of which 
lare being passed out, is entitled 
“American Paradox” and tells the 
story of how advertising has cut the 
cost of products and how, also, the 
| cost of advertising is in almost every 
}instance considerably overestimated 
by consumers. The plan for public- 
izing these leaflets will be left in 
the hands of trade publications, 
trade associations, advertising agen- 
cies, national advertisers, newspa- 


pers, magazines, the graphic arts 
and national business associations. 

The leaflets are available through 
William E. Rudge’s Sons, 225 Varick 
street New York, at a cost of $15 
per thousand plus $2 for individual 
imprints in any quantity. 


Form Box Group 
box industry have formed a group 
the purpose of exploiting the advan- 


tages and functions of set-up boxes. 
The group will assist manufacturers 


| turers 


in packaging problems, and is spon- 
sored by the National Paper Box 
Manufacturers Association and the 
Glazed and Fancy Paper Manufac- 
Association, along with 
The new group will tell its 
story in full-page advertisements in 
business papers in March. James 
G. Lamb Company, Philadelphia, 
will direct the group’s advertising. 


others. 


A COMBINATION 


as unique as it is 


PROFITABLE 


{ Southern New England's fore- 


s most radio station. 


The area that leads all America 
sin spendable income. 


DIRECT ROUTE TO AMERICA’S No.1 MARKET 
The ah Broadcasting Service 


Representotives: WEED & 
New York, Chicago, Detroit, San Froncisce 


Manufacturers in the set-up paper 


known as “Master Craftsmen” for 


a 
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Schieffelin Plans 
Copy 6 Months Ahead 


Schieffelin & Co., New York im- 
porter, has announced that advertis- 
ing plans for Teacher’s Highland 
Cream Scotch and Don Q rum have 
been completed for the first half of 
1942, and that orders have already 
been dispatched. On _ Teacher’s, 
newspapers in 22 cities will bolster 
copy in national and class maga- 
zines. On Don Q, increased sales 
have permitted expansion of the 
appropriation, which will be spent 
in magazines, newspapers of 40 
cities and in trade paper advertis- 
ing. 

Geare-Marston, New York, han- 
dles both accounts. 


Greenaway to “News” 
Joseph R. Greenaway, formerly 
manager of the Rochester, N. Y., 
office of Prudden, King & Prudden, 
publishers’ representative, has been 
named advertising manager of the 


News, Batavia, N. Y. The represen- | 


tative’s office in Rochester was 


closed Jan. 1. 


ALMANACS! CALENDARS! | 
Year Around Advertising Mediums! 


Copy supplied for U. S. and foreign coun- 
tries—Astronomical Calculations, Weather 
Forecasts, Astrological Readings, Planting 
Tables, Fishing Calendars, etc. 


HART WRIGHT COMPANY 


Industry Taking 
Long View in 


Winter Office—Clearwater, Florida 


Advertising Plans 


Chicago, Jan. 14.—American in- 
|} dustry, especially that part of it 
represented by medium-sized com- 
panies, is taking the long view in 
| its advertising program and_ is 
|maintaining and even expanding 
|promotion plans with a view to 
post-war benefits, according to the 
|report on 1941 advertising budgets 
| just released by the National Indus- 
‘trial Advertisers Association. The 
survey includes figures supplied by 
|}more than 300 industrial advertis- 
ers, 
| Included in the 16-page report is | 
;a breakdown of advertising costs 
|for all budget items classified not 
only by types of products, but also 
by size of the business. Analyses 
are made of how these 300 compa- 
nies distribute their products, how 
advertising costs compare with) 


gross sales, what percentage of | 


gross sales is spent for selling effort| member of the “Buy-Lines” East over to glass packing. 


exclusive of advertising, and how 


these 1941 records compare with 
those of previous years. 

A breakdown of administrative 
methods is shown, including rela- 
tionships with advertising agencies 
and data on the means used for 
determining the size of industrial 
advertising budgets. The survey 
also suggests a method of "i mane | 


advertising budgets which, if made 
standard practice by advertising | 
departments, would provide more 
effective information. 

Copies of the report, recently 
released to members of the NIAA, 
may be had from NIAA headquar- 
ters, 100 E. Ohio street, Chicago, at 
$2.50 each. 


Issue New Rate Card 

for Sasser “Buy-Lines” | 
Newspaper Groups, Inc., repre-| 

sentative for “Buy-Lines by Nancy | 

Sasser,” woman’s column for na- 

tional advertisers now appearing in 

32 Sunday newspapers, has issued 


Derby Advertising 
Plans Unshaken 
by Priorities 


Peanut Butter to Get 
Principal Promotion in 
‘42 


sel 


PLENTY of grocers displioy plenty 
of Peter Pan Peanut Butter plenty 


of the time. Pater Fan 


Peter Pan PEANUT BUTTER 
made by DERBY FOODS, INC. 


3327 Weer 47th Place, Chicago. Mineis 


A pan 


Panyy putt? 


By JOHN CRICHTON 
Chicago, Jan. 15.—Despite a future | 
clouded by priorities which might | 
conceivably affect both its packag- 


|ing and advertising material, Derby | 


Foods has swung into 1942 with an 
advertising budget increased 20 per | 
cent, and a merchandising and mar- 
keting plan aimed at reaching 75 


per cent more consumers. The com- 


This ad for Derby Foods’ Peter Pan pes 
nut butter utilizes a reproduction of the 
company's point-of-sale display for it: 


chief illustration. The 100-line copy wil 

appear in 18 newspapers, under the di- 

rection of Stack-Goble Advertising 
Agency. 


Retailers Aid Blackout 
Pennsylvania Retailers’ Associa 
|tion, Harrisburg, has formulate: 


a new rate card which eliminates pany will invade nine new markets, | ang adopted a set of self-imposec 


13 insertions as a contract mini- 
mum. Effective Feb. 1 orders will 
be accepted for cycles of 3, 6, 9, 13 | 
and 26 insertions on either consecu- | 
tive or alternate weeks. 

Beginning Feb. 1 the Buffalo 
Courier Express will replace the 
Louisville Courier - Journal as a 


Central group. 


FIVE VITAL STEPS 


THAT CAN 


M 


215 West Superi 


AKE OR BREAK A 


A good inspiration deserves Superior execution. Do 


ELLING MESSAGE 


your ideas come through the five vital steps of production 
with all their fire and effectiveness intact? The answer is “yes” 
—when Artwork, Photography, Photo-retouching, Composition 
and Engraving are entrusted to Superior’s 5-Phase Production 
Plan. Day or night we are at your service—yet you pay no 
premium for Superior satisfaction. Give your work the 


protection of Superior production. Telephone SUPerior 7070. 


COMPANY. 


— Chicago, Hlinois 


including an intensive drive on 
metropolitan New York. 

Part of the company’s optimism, 
as mirrored by C. W. Beilfuss, its 
president and general manager, 
stems from the fact that the Derby 
plant is well equipped to switch 
Derby pio- 
neered in packing meat in glass, 
switched to tin when economics and 
the trend of the trade made it ad- 


visable, and is now prepared to go_ 


back to glass again. 

The company’s promotional plans 
call for 80 per cent of its advertis- 
ing dollar to be spent on Peter Pan 
peanut butter, its leading product. 
Backbone of this promotion will be 
advertisements in This Week 
| Magazine, starting with a_ two- 
column, two-color opening gun in 
the Feb. 8 issue. The same size in- 
sertion will be repeated at the peaks 
of the season, and will be supple- 
mented with 100-line advertise- 
ments on a 24-insertion cycle. The 
schedule will be paralleled in 18 
newspapers in as many markets, 
with heaviest emphasis in the South. 

Behind the emphasis on promo- 
tion in the South is an interesting 
sidelight: one of Peter Pan’s chief 
copy claims in that hot climatic area 
has been that the oil and substance 
of its blend would not separate. In- 
asmuch as Peter Pan was the first 
peanut butter to be packed in tin, 
the claim had considerable weight, 
and still holds good. The company 
believes that its Army and Navy 
orders may also be due to that fac- 
tor, for the climate variation be- 
tween Alabama and Iceland is con- 
siderable. With the Army and Navy 
orders, and with peanut butter 
|counted as an important 
source, the company feels reassured 
as to the priority situation. 

Two unusual angles are played 
up in copy: one centers on a three- 
year-old premium, the Peter Pan 


dren for three outserts from Peter 
Pan tins or jars or two outserts and 
one coupon from the peanut butter 
advertisements. Three years is an 
elephant’s age among premiums, 
and the drawing power of the color 
book among children has been dem- 
onstrated. Peter Pan’s market is 
dominated by children, and some 
copy is artfully slanted for juvenile 
appeal. A second angle is the con- 
sistent tie-in of Peter Pan point-of- 
sale material, publicizing two new 
displays, a giant Peter Pan and a 
container made to stand separately 
or together, and a treasure chest for 
the 36-product Derby line, a large 
knock-down display which can be 
fitted over the top of a 2x4 foot 
table or eight orange crates up- 
ended. The treasure chest display 
will hold from 10 to 15 cases of 
Derby foods. 

In all, schedules for either or both 
the peanut butter and the 36-prod- 
uct line will be placed in Every- 
woman's, The New Yorker, Wo- 
man’s Day and 18 newspapers. 
Aimed at the trade and home eco- 
nomics departments, insertions will 
appear in Forecast for Home Econo- 
mists, Practical Home Economics. 
Progressive Grocer and What's New 
in Home Economics. Stack-Goble 


Advertising Agency directs the ac- 
count, with T. L. Hasbrouck con- 
tacting Derby. 


vitamin | 


color book, which is given to chil- | 


restrictions on store window illumi- 
nations which have been approved 
| by the state defense council. The 
regulations provide that no store 
windows shall be illuminated at 
night unless a night watchman is 
on duty within the store to extin- 
guish the window lights in case of 
alarm, or the store owner installs 
an approved outside cut-off switch 
| located in a conspicuous and acces- 
sible place. 


Father John’s Remedy 
Signs FTC Stipulation 


Father John’s Medicine Company, 
Lowell, Mass., formerly known as 
Carleton & Hovey Company, has 
stipulated with the Federal Trade 
Commission that it will cease adver- 
tising Father John’s medicine as an 
effective treatment for colds or 
throat irritations, as being rich in 
vitamins other than A and D, and 
as capable of increasing one’s appe- 
tite. 

The stipulation supplements one 
previously negotiated with Carleton 
|& Hovey, which remains in force 
except for two of its provisions. 
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Important 


TO YOU 


as the Seasons 


Your client's advertising in montl! 
issues is made doubly effective wh 
you use dominant. space in these 


tf FEATURE ISSUES 
April-MARINE TRANSPORT \ 
TION Issue 

Sells Waterborne Freight—-Waterfront Wa 


house—Port and Stevedore Services and 
equipment and supplies used by all of tl 


July. MATERIALS HANDLIN 


Issue 

Sells all types of mobile and stationary ‘ 
terials Handling Equipment for internal | 
external use to Manufacturers—arriers WW | 
housemen | 
October MOTOR TRANSPO! | 


TATION Issue 
Sells Road Transport Equipment and = 
plies to the Private Fleet Owners in Ir 
and the Public Carriers and Warehow 


January ANNUAL SHIPPERS 
DIRECTORY 

Works all year selling a wide range of 
motive Materials Handling Transper 
Warehouse and fiscellaneous Prod 
Servi 


Schedule DandW for 1942. 


PUBLICATIONS, INC. 
100 EAST 42nd ST. (") | 
NEW YORK 
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Joins O. S. Tyson 


Anthony W. Pieper, formerly in 


— 
Morticians Plan 
; the billing department of West 
1942 National Virginia Pulp & Paper Company, 
1 New York, has joined the produc- 
Ad Campaign | tion department of O. S. Tyson & 
Chicago, Jan. 14.— The National | ©°-, New York. 


Schenley Issues 
New Industry 
Promotion Book 


New York, Jan. 14.—A document 
pointing out the stability and con- 
fidence permeating the _ distilled 
spirits industry in general and the 


in the booklet with revealing pic- 
torial graphs. The extent of the 
Schenley organization is pictured 
with views of its plants, operation 
pictures, and manufacturing pro- 
cesses. Several pictures reveal the 
company’s concern for its employes. 

The part that Schenley is playing 
in the development of the wine in- 
dustry also is pictured. Two pages 


|industry are prominently displayed Hails Centennial 


American Agriculturalist, Ithaca, 
N. Y., celebrates its 100th anniver- 
sary this month with publication of 
its First Century issue. It is one 
of the oldest farm papers in the 
United States. E. R. Eastman is 
editor and publisher of the paper, 
and Frank E. Gannett is chairman 
of the board. 


Selected Morticians, an interna- ————_ 

tiona| organization which is mark- | 

ing ‘ts 25th anniversary this year, Adds Albert Fell 

js planning a national advertising| Albert W. Fell, formerly business 

campaign using 42-line space in a | Manager of the Democrat and| 
Chronicle, 


group of magazines. 

The primary reason for the 1942 
program, explains Wilber M. Krie- 
ger executive secretary, is the silver 
ann versary, but it also has other 
objectives. It will emphasize the 
complete funeral facilities of NSM 
members as well as the code of 
ethics to which members are re- 


been named business manager of|Schenley in the form of a 
the News-Argus, Goldsboro, N. C. 


Lewis & Tokar Adds 

Shifman Brothers, Newark, has| ‘terial as the amount paid out by the 
appointed Lewis & Tokar, Newark, | industry in salaries and wages, in 
as advertising agency. 


|Schenley Distillers Corporation in 
Rochester, N. Y., has/| Particular has just been released by 
72-page 
| booklet which is replete with photo- 
graphs, pictorial graphs and color 
pages depicting Schenley products. 

Such potent public relations ma- 


|taxes and for materials used by the 


are devoted to Schenley labels and | * 
a list of the complete Schenley line. Starts Bulb Drive 


Black Joins Meyerhotf 


John H. Black, former publisher 
of the Milwaukee Sentinel and since 
1938 engaged in the real estate busi- 
ness in Houston, has joined the ex- 
ecutive staff of Arthur Meyerhoff & | ward, 
Co., Chicago agency. 


Wabash Appliance Corporation, 
Brooklyn, has launched a campaign 
featuring blackout bulbs, under the 
direction of T. J. Maloney, Inc., New 
York agency. The first of the series 
jappeared in Retailing, Jan. 5. The 
bulb projects soft blue light down- 
has blacked out sides, and 
consumes 25 watts current. 


quired to subscribe. Copy will play 
up the symbol by which members 
can be identified. A booklet will 
be sent to those asking for it, enti- 
tle’ “Your Responsibility,” in which 
wil be emphasized the importance 
of preparing for the inevitable in 
advance. 

During the past three years, said: 
Mr. Krieger, more people have been 
making funeral arrangements in 
advance. Whether advertising has 
played a part in this is only a 
guess but, Mr. Krieger pointed in| 


it seems just as logical as making 
a will, making a trust fund, taking | 


out insurance, or buying a cemetery 
lot. 


Builds Confidence 


One of the major premises of the 
1942 campaign is that of building 
confidence in morticians who are 
members of NSM. “A quarter cen- | 
tury devoted to the advancement of 
funeral service standards is your 
guarantee of skill, equal pricing to} 
all and unquestioned integrity,” | 
says the first piece of NSM copy. 

In the 1942 campaign NSM will | 
put two insertions in each of these 
publications: American, American 
Home, The Saturday Evening Post 
and Time. Six insertions each will 
be placed in Kiwanis Magazine and | 
Rotarian. 

Reincke-Ellis-Younggreen & Finn, 
Chicago, is the agency. 


| 


Celebrates Fifth | 
Eye*Catchers, New York, is cur- | 

rently advising subscribers and_| 

business friends of its fifth anniver- . 

sary with a broadside showing five 

models in soubrette’s dress standing 

beside candles atop a giant birthday 

cake. 


Closes Detroit Office 

West-Holliday Company, news- 
paper representative, has closed its 
Detroit office, and its Detroit man- 
ager, M. C. Smith, has been granted 
leave of absence to serve with the 
armed forces. 


Harold A. Smith, who left Lib- 
erty’s sales promotion department 
a year ago to become promotion 
manager of PM, New York, has 
rejoined Liberty, New York, as sales 
promotion manager. | 

| 


Whose trade mark is this? | 


lf you'll write Collins, Miller 
« ILutchings, Inc., Photo- 
‘igravers, 207 N. Michigan | 
Ave., or phone FRAnklin | 
5854, we will tell you. 


oe ‘ ® . = _ 2 


Fowl IN PREPAREDNESS 


When the Wright Brothers made the first successful 
aeroplane flight in 19035, they probably had no thought 
that many years later their invention would become of 
outstanding importance in the defense of their country. 
Yet the giant bombers of today are only the lengthened 
shadows of that first plane which soared into the air at 
Kitty Hawk. 

Whether they realized it or not, Wilbur and Orville 
Wright were Pioneers in Preparedness. 

Industry also . . . with no thought of defense in mind 
.. has pioneered continually for preparedness. Every 


invention, every new method or process, which betters or 


= _ A 


CONSOLIDATED 


Couled PAPERS 
AT UNCOATED PRICES 


PRODUCTION GLOSS COATED - MODERN GLOSS COATED 


PRODUCTION COATED E.F.- LAKELAND COATED 


MAIN OFFICES ~ 
WISCONSIN RAPIDS, WISCONSIN 


CONSOLIDATED WATER POWER & PAPER COMPANY 


Consolidated Coated Papers are stocked and distributed by representative wholesalers throughost the United States, 


Pe A 


lowers costs of products or speeds up their making, saves 
countless dollars in materials or labor. 

Printing paper plays a vital and indispensable role in 
our nation's defense efforts. Through word and picture, 
printed material vividly interprets the meaning of demo- 
cracy, stimulating patriotism and strengthening public 
morale. Printed material is our first line of communica- 
tion — from the staff order to the final report of achieve- 
ment and progress. In producing paper at less cost, a 
valuable contribution has been made to communication 
and information, and the saving, whether of dollars or 
labor or machinery, is released for other vital defense 
needs. 


Thus, in being the first to produc e coated paper at 


uncoated paper prices, it can be said that Consolidated 
started pioneering for defense many years ago. 

The farsightedness, ability, and resourcefulness demon- 
strated by Consolidated in producing coated paper at an 
unprec edented saving is assurance to paper users that 


Consolidated is an outstanding leader in rendering the 


highest of service to American consumers of book papers 
—a motive and purpose more imperative in these critical 
days than ever before. 


SALES OFFICES 
135 SO. LA SALLE ST., CHICAGO 
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Launches Writing Section AFA Offers Cup to 1941 ADVERTISING LINAGE IN NATIONAL MAGAZINES 
Earle A. Buckley Organization . : ‘ ‘ 1941 5 eee 
“ A. y E , W r 1941 ——1940-—_,, - ‘ : 
Philadelphia, has inaugurated fy | Ad Bowling inner Pages Lines Pages Lines Pages Lines Pages Lines 
Buckley Institute, a division of its} The Advertising Federation of GENERAL Phetopiny-Movie Mirror 30 646«172.896 344. : 
business devoted exclusively to im-| America has offered a permanent| American ....... 410.6 176,142 518.3 222,350 agg BEE peaeesicess Se setae Sens : 
provement of correspondence. Fac-| championship bowling cup—to be| “American Forests 102.7 43,120 109.0 45,794] oo entic Story (F). 261.1 275. 
ulty members include Richard H.| held for one year by the member yen sare oo wee ae "Eh aaa a 4 eae emmeniama tie 260.8 31. Qh on4 
Morris and H. T. Scott, the latter | advertising club whose team wins | “\°")°@r Seston. — iia spin ome ’* | Screen Life (F 334.1 1 13 ’ 
7 : os, ’. : 3 ; : n > oo J ~| Arts & Decorati (Com- Screen Life (FF)... ‘ 3: } 32 
. formerly with the University of| it—in connection with the national ned pay a, 127.0 80,274 106.6 67,365 | Screen Romances (MM) 329.0 - 13 . 
j Michigan and the author of “An| advertising bowling tournament to] Asia ......... ete 39.6 17,106 20.0 8,646 | Silver Screen (Sc)..... 260.8 - pe 
. Analysis of Writing.” be held in Chicago Feb. 14. etter Homes & a a 6 ee Geek Re Sal 
<p : rae 276 07 K-40 7 947 977 rue Experiences (Mac 22.2 338,200 s 2 
__— |. The tournament, sponsored by the | a ae rereehe rr 4 ; byt cone tees True I ed “e P 
ww ° oo “ik P “hing i. eee BeO®, «60009 50 02,263 70.0 5,6 “ es ‘ 2° 
86 from Tribune | bowling league of the Chicago Fed Chila Life pe 57.3 24593 78.8 33793 Romance (Mac)...... 311.1 133,442 133,946 
Tw. ; tes ‘ | erated Advertising Club and the} Gnristian Herald 217.3 93.224 212.9 91.338 | True Romances (Mac). 333.5 143,049 147 
'wenty employes of the Chicago| Chicago Herald-American, will be College Humor 15.4 10,449 29.8 12.783| True Story ............ 915.3 221,083 23( 
Tribune have joined the army, navy,| conducted on a handicap basis and) Columbia ......... 30.8 20,914 34.9 3,760] Vopue ..... _ . 1,377.0 870,284 oH 
marine or aur forces since Pearl] | js open to all members of the adver- | Cosmopolitan 600.1 257,423 645.8 53 Woman's Day a ° 315.8 135,48% 1 
Harbor, bringing the total of Tri-|tising professions. The AFA cup| Country Life i” 290.9 195,487 362.9 3 bye ~ edbawot 610.3 415,011 603.0 410 
bune staff members in the services| will be awarded to the club whose aha ere nla a rye oy “. ‘a... Shy 126.5 79914 33.6 84 
; aio anal : de etective. ewiee 96.6 42 03.7 7 eeeess he Ky pag on | fie 
to 86. All Tribune employes who team makes the best showing. Fur- — 79.9 = —. os ° Your Charm ..... _ 248.9 106,770 178.9 76 
were drafted or enlisted in 1941| ther details and entry blanks may| Esquire (Spec. edition) 686.8 461501 8371 a aa ae ada 
participated in the newspaper’s| be secured from A. H. Frisch, AD-| Esquire (National)..... 625.9 420,593 692.7 Total Group 14,774.9 1,516,854 16,637.58 1,316," 
Christmas bonus. VERTISING AGE, 100 E. Ohio street,| *Extension ............ 112.0 77,086 95.0 STANDARD MAGAZINES 
——_—_——_- | Chicago. Deadline for applications hea Fun ..... a 69.3 29,724 oe * American Mercury 114.6 21,225 117.6 23,1 
| te : : ¢ “ortune ieee ,226.4 775,053 987.8 624,258 | ° “* : aires e197 ange ‘ 79 
Ss an. . , P : , 3 75,458 304.1 12,3554 
NIAA Elects Bowe + oe me Front Page Detective.. 102.8 44,120 94.8 40,646] Aulmnthe Momitie «bare gork77 «337A BO. 
Walter A. Bowe advertising ¢ } *Grade Teacher, The... 166.8 73,544 171.5 75.624 é s Mag: re eee ae 
: . , s and House Beautif 515.4 325,75: 89.0 309,070 a am a 
public relations manager of Carrier Names Anfenger Agency ~ Sat & poser ed at ‘ ttt 531 0 335.608 Total Group 769.4 (177,060 759.0 175, 
~ Corporation, Syracuse, N. Y., has Falls City Brewing Company,| Instructor ....... 161.7 110,565 169.6 116,031 OUTDOOR 
been elected director-at-large of| Louisville, Ky., has placed its Mechanix Illustrated... 398.6 89,281 393.4 88,129 | s merican Rifleman.. 286.7 122,950 
National Industrial Advertisers| account with Anfenger Advertising | National Geographic... 300.4 71,492 319.3 75,982 | pield & Stream... 462.1 198.27 
L Association. | Agency St. Louis. effective Feb. 1. Nation’s Business.... 536.7 230,249 543.1 232,988 | bur-Fish-Game tae 209.9 90,0 
7 ’ . ’ *Nature Magazine...... 55.9 23,975 57.6 24,696 Hunting & Fishing 183.5 78,7:4 
Open Road for Boys.... 81.0 34,761 100.8 43,225 National Sportsman. 202.1 86,7 
Physical Culture 121.0 51,894 143.1 61,370 | Otaoor Life .. sees 410.3 175,9 
Popular Mechanics... 887.2 198,740 887.7 198,847 } em wal > eee 117.3 50, 
pplause from Alaska *Popular Publications. 199.0 44,583 149.9 33,572 Outdoorsman 161.0 69,0 
Popular Science ....... 694.7 155,610 682.7 152,926/1., * ager ns 329.8 141,4 
Redbook ........ ‘ll g9n:3 © 167,881 495.7 212,653 | SPorts Affeld........ : ocieiitainbecieddiiians 
"HROtGTION 206s. ° , 99.2 42,546 86.5 37,113 er ~ 29.362.7 1,013.5 
Scientific American. . 136.6 58,581 147.3 63,178| Total Group nts 
*Street & Smith Fiction MAIL ORDER 
 sesa5ncedve ves 111.8 25,191 110.3 24,712 | comfort ....... hikes 52.8 35,896 53.5 36,36 
Sunset ........seeeeees $27.1 140,311 310.8 133,338 | yrother’s Home Life... 28.0 19,594 32.7 22,8! 
‘Thrilling | Group : 224.5 50 265 217.5 48,714 Woodmen of the World 15.2 6.49% 49.1 21,0¢ 
Town & Country...... 556.9 374,251 537.8 361,380 sclasaeaaetaanan euiiicliniataiatis aaa 
Travel sieecae 63.0 39,817 79.5 0,220 Total Group ....ssee 96.0 61,989 135.3 80,3 
True Detective 83.3 35,721 99.9 42,855 
*Yachting 634.7 401,130 713.4 150,869 WEEKLIES AND SEMI-MONTHLIES 
Total Group 13,666.3 6,796,345 14,016.5 6,981,611 | Business Week 1935.5 830,323 1,512.5 648,84 
Collier's 1,837.5 1,249,516 1,726.8 174,23 
WOMEN'S MAGAZINES Cue 728.6 312,549 761.0 aaa aa 
.. liv Circle 838.2 359,604 945.8 05,7 
*American Girl........ 73.0 31,161 66.0 = 28,169 | Family Cirle S038 130,344 302.5 129.79 
Glamour 106.8 174,513 187.5 80,444 nt y r 74°79 296 96.86 
, : ae - -= nog Grit. rr 198.4 174,731 229.0 196,86 
rte Sie ge neta 977.1 419,166 1,088.7 467,036 | Pinerty oii... sss... 804.5 © 345,127 845.6 362.75 
Harper's tazaar. 3.7 647,575 973.9 654,445 Life 2833.1 1.926.513 2,502.8 1,701,90 
+t} yanet ; 4 101,073) 188.0 = 104,305 | rook ....... .... -846.40«-235,522 279.4 190,01 
Sone *.. lio tae tone Lavegs | Movie & Radio Guide $08.4 (186,208 193.4 136,082 
notes “pe ae os ee Newsweek tsesers Se 683,507 1,254.6 538,24 
Junior League R 6 72,411 114.2 New Yorker 2 956.3 967,930 2,319.6 995,10! 
; parse a Journal. oars apo te y wait aoa 26,957 33.6 22,81 
aetaira ns thesania lide 694.1 yr poe Saturday Evening Post 2,863.3 1,947,068 2,796.7 1,901,775 
: AIDS «ae. . 4. (1,996 r40. *Scholastic 138.9 59.601 117.3 50,298 
Modern Romances aig . 2 2548 agen 9 206.77 
" 8 2 408.1 420.353 $85.2 OO as 
(MM) aera O08 124,655 $314.4 —. Week 2 816.6 1.208 328 2545.7 1,092,124 
Modern Screen (MM) 355.8 152,617 343.8 . : hs Med Won wae 323,363 8.7 209,671 
| Motion Picture (F). 342.6 143,881 321.9 ee ee a ee TT casein seeneane omen 
| Movie Story (F) 357.7 150,248 345.6 1, : ie 9 99.3 2249 63 9,229.2 10,467,465 
| ievente’ (Mationnl>. 542.3 239 632 549.7 Total Group TTT 20, 899.3 11, 1.634 19,229.2 10,467,4 
| Parents’ (N. Y. Metro. 7 
iitenal | Edition) , - 575.3 246,821 601.0 257,821 *Figures furnished by publisher. 


ARKANSAS 


GEORGIA 


WWL Daytime Coverage 
PRIMALY end SECONDARY a | 


You get both with: 


Fan mail from Alaska, Canada 


and every state in the Union 
demonstrates the strength of 
WWL’s 50,000-watt clear-chan- 
nel dignal..~ We love those 


foreign postmarks! 


in the 


CBS Affiliate—Nat'l. Representatives, 


NEW ORLEANS 


a 


50,000 watts - - clear channel 


Fan mail from advertisers who 
concentrate their New Orleans 
market money with WWL is 
our real thrill-bringer, how- 
ever. Each new success story 


underlines the fact that WWL 


IS wee 


The greatest selling POWER 


South’s greatest city 


The Katz Agency, Inc. 


Motion Pictures 
for Promotion 


Chicago, Jan. 13. — Sound motion 
pictures as a promotion medium are | 
receiving increasing attention from | 
hospitals, judging from the fact | 
that the American College of Sur-| 
geons, Chicago, now is distributing | 
a film called “White Battalions— 


Hospitals Using 
| 


| Serving All Mankind” and another | 


movie—to stimulate interest in the 
Blue Cross group hospital plan—is 
to be produced by the American 
Hospital Association with $15,000 
appropriated by the Simmons Com- 
pany. 
Dr. C. Rufus Rorem, director of 
| the Hospital Service Plan Commis- 
sion, will be in charge of the AHA 
picture, assisted by L. C. Vincent, 
public education director for the 
| AHA. The picture will be in the in- 
terests of the 67 hospital plans ap- 
proved by the AHA which have the 
common insignia of a_ blue 
superimposed on the AHA seal. 
The film produced and distributed 
| by the American College of Sur- 
| geons was made possible by a grant 
| from the Becton Dickinson Founda- 
tion for the Extension of Scientific 
Knowledge. It was supervised by 
| Dr. Malcolm T. MacEachern, 
| sociate director of ACS. The pic- 
ture, available on 16 and 35 milli- 


cross 


as- 


meter sound-on-films, takes about 
25 minutes to show. 
Gets Wire Account 

Buffalo Wire. Works, Company, 


Buffalo, N. Y., has placed its a¢count 
with Lloyd Mansfield Company, 
Buffalo. Harold J. Warner is account 
executive. 


Adds Kurt Groener 


Kurt Groener, formerly Chicago 
representative for Radio and Tele- 


vision Retailing, New York, has 
joined the business staff of Fritz 
Publications, Chicago. 


| the agency. 


Raises Donnell Gets Super Pyro 


Hugh Donnell, formerly art direc- U. S. Industrial Chemicals, New 
tor of W. I. Tracy, Inc., New York,| York, has appointed Tracy-Locke- 


has been named vice-president of | Dawson, New York, to direct adver- 
tising of Super Pyro anti-freeze. 


Ivanhoe to Hoyt To Hixson-O’Donnell 


Ivanhoe Foods, Auburn, N. Y., Robertshaw Thermostat Company, 
has named Charles W. Hoyt Com- | Youngwood, Pa., has appointed Hix- 
pany, New York, as advertising son-O’Donnell Advertising, New 
agency. York, as advertising agency. 


¢ THERE IS AVAILABLE TO NA- 
TIONAL ADVERTISERS A SPECIAL- 
IZED SERVICE IN PLANNING, DE- 
SIGNING AND PRODUCTION OF 
LITHOGRAPHED DISPLAY MATERIAL 
eIlT MAY BE THAT THE SKILL 
AND EXPERIENCE OF THIS 
ORGANIZATION COULD BE USED 
ADVANTAGEOUSLY BY YOU 


_ LITHOGRAPHED DISPLAYS 


? 
/ d ! TED 
incoRPOR” 
6 N. MICHIGAN AVE., CHICAGO 


WERCHANDISING KNOWLEDGE © CREATIVE ABILITY © PRODUCTION Shit 
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ADVERTISING AGE 


Magazines Gain 
in January After 
Uncertain Year 


Chicago, Jan. 14.—After a year in 
wh ch they fared reasonably well, 
put showed only moderate gains or 
slicht losses, national magazines 
entered 1941 with issues consider- 
ably better than the corresponding 
issues of last year, a study of linage 
reports from Publishers’ Informa- 
tion Bureau and direct to ADVER- 
TISING AGE indicates. 

Veeklies fared well in 1941, these | 
figures indicate, but other groups 
showed decidedly mixed trends for 
the year, and losses were registered 
in some classifications. 

The general magazine group 
showed a loss of 2.6 per cent in 
1941 as compared with 1940, the | 
ljinage figures for the group being | 
respectively 6,801,251 and 6,984,937. | 

Women’s magazines did consider- | 
ably better, their 1941 total of 
7,515,854 lines exceeding the 1940 | 
figure of 7,216,665 lines by 4.1 per | 
cent. 


Weeklies Show Gains 
Standard magazines, with 177,060 | 
lines in 1941 and 175,697 lines in 
1940, had a gain of 0.8 per cent, 
while outdoor papers, with 952,474 | 
lines in 1941 and 1,013,587 in 1940, | 
had a loss of 6 per cent. Mail order 
papers had 61,989 lines in 1941, and 
80,320 in 1940, a loss of 22.8 per 
cent. 

Weeklies, carrying a total of 11,- 
339,634 lines in 1941, compared | 
with a 1940 total of 10,467,465, | 
gained almost a million lines during 
the year for a percentage increase 
of 8.3. 


January Issues Up 


In January, 1942, the general 
group carried a total of 433,591 
lines of advertising, up 4.3 per cent 
from last January, when the total 
was 414,865 lines; and in the wo- 
men’s magazine group, the increase 
was much greater—14.9 per cent. 
This group had 358,448 lines of 
business in January issues, com- 
pared with 312,336 lines in January 
of last year. 

Standard magazines and outdoor 
publications, however, showed 
losses, while mail order papers were 
practically unchanged. In the stan- 
dard group, 9,279 lines in January 
was off 3.8 per cent from last Janu- | 
ary’s 9,643; outdoor papers, with | 
39,891 lines, were off 8.8 per cent 
from last year’s 43,720 lines; and 
mail order, with 897 lines, was up 
slightly from last year’s 861 lines. 

Weeklies, reporting for December, 
continued the outstanding gains 
which have characterized the group 
in recent months. With a total of 
1,063,735 lines for December, the 
group showed a gain of 21.1 per 
cent over December, 1940, when 
878,541 lines were carried. 


QUALITY... 
QUALITY. 
QUALITY 


AMKCHNICE WIC. 
PHOTO ENGRAVERS 
$47 S CLARK STREET 

CHICAGO, ILLINOIS 

WABASH 6284 | 


NO! 


You Don’t Have to Buy 
Duplicating Circulation 
In Oklahoma 


... to Cover Southwest Dailies’ Counties! 


In 1942 you must get more value from your units in the cities of publication and 48.2% 
advertising expenditure . . . concentrating on coverage in their’ home counties. This is 
the more productive markets . . . avoiding 21/2 times the coverage of the leading “out- 
waste . . . and buying space on the basis of side” newspaper. 


unduplicated circulation, 
Here is unduplicated circulation that delivers 


Here’s how to do it in Oklahoma! Use the to your advertising the intense reading and 
at ” ° ° ! . ” . 
home” dailies! . . . The chief buying power loyal support that only the “home” news- 
of the state is not in the metropolitan cities. papers can deliver. Your dealers “‘tie-in’”’ 
More than 63° | ati ; isi 

3% of the urban population of with your advertising when it appears in 
Oklahoma lives in cities the size of the their home dailies! 


Southwest Dailies’ cities... In the 23 counties 
The papers of the Southwest Dailies do not 


penalize your advertising budget with dupli- 
cated circulation . . . each copy hits home the 
first time .. . giving you the coverage, the 


of the Southwest Dailies group these home 
daily newspapers have 50,287 more circula- 
tion than any “outside” newspaper! 


The Southwest Dailies’ newspapers give you readership and the influence you want — 
Oo 1 . . . ; 
80.1% coverage of the occupied dwelling without waste. Use them for results in 1942! 


Yes! The Southwest Dailies group of cities is representative of the largest 

urban market in the state of Oklahoma. ‘Ihese 23 cities with retail 
sales of $127,000,000.00 (and going up) are covered effectively only by these 
Home Dailies which give the advertiser a bonus of extra visibility coupled 
with on-the-spot merchandising cooperation. 


Survey Available 
A comprehensive survey of the Southwest Dailies’ Market is now ready. It con- 
tains important information on buying power in Oklahoma together with 
detailed circulation coverage figures. Ask our nearest office for your copy. 


HIT HOME---WITH THE “HOME” DAILIES OF OKLAHOMA! 


ALTUS Times-Democrat (ES) HOBART Democrat-Chief (ES) 


*Harrington Wimberly *James C. Nance, Jr. 
ALVA ReviewCourier (ES) HOLDENVILLE News (ES) 
AN DARK . *Tom R. Phillips 
J O News Ss T . . 7 
*Joe McBride ews (ES) 6 ASTON Constitution (ES) <a, 
ce 
CLAREMORE Vessenger (MS) . . 
*James E. Hammett M A pe —_ (ES) 
. ne n a fda 
CLINTON News (ES) Parley 
*Charles Engleman NORMAN Transcript (ES) 
CUSHING Citizen (ES) “RIES Seranep 
*O. H. Lachenmeyer NOWATA Star (ES) ’ : : 
DUNCAN Banner (ES) *Ralph E. Staffelbach ZONES OF 
. B L. Abernethy OKEMAH Leader (ES) aoe ty apaaes 
Dt RANT Democrat (ES) *Frank Stewart OF THI 
ennett Sto . 1" ‘PST 
ELK CITY News (ES) PAULS VALLEY Democrat (E) SOUTHWEST 
LL Paul Wade “ *Jesse Alexander DAILIES 
EL RENO Tribune (ES) PERRY Journal (E) GROUP 
*Ray J. Dyer *W. K. Leatherock 
FREDERICK Leader (BF) SEMINOLE Producer (ES) 
Robert ‘ ull *E. F. Gilliland 1940 GROUP POPULATION 
HENRYETTA Free Lance (ES) VINITA Journal (B) City zones 
*Bailey Harr’s *O. B. Campbell —- 
. mpbe Counties ‘ 652,559 
*National Advertising Contact Trade Areas ' . .. 939,033 


SoutHwest Daities > OKLAHOMA 


NEW YORK © CHICAGO ¢ DETROIT * MEMPHIS © OKLAHOMA CiTy _ 
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— 


: for him to spend money in adver- JANUARY ADVERTISING LINAGE IN NATIONAL MAGAZINES 

ranc ise § em ‘tising as he otherwise could. In the 1942 1941 ee 

second place, they hamstring them- Pages Lines Pages Lines Pages Lines Pages Lines 
: > av rie j 
. : ‘ |selves because by relying only on GENERAL Re evepe 17.2 7,376 17.4 5 
PA) 8) ee ee ee ee i= ‘. ‘ . 3 
of Distribution their own efforts in their own Com-|+,ce Fiction Group. 13.1 2,944 9.4 2,110] Radio Mirror (Mac)... 12.3 5,265 9.1 4 
|munities, they restrict not only the| American ......... 18.6 7,974 26.2 11,251] Romantic Story (F)..... 11.7 4,892 10.2 S3 
sale fe) the roduct enerall but *American Forests 5.0 2,100 5.7 2,380] *Screen Guide ....... 11.5 7,854 8.1 2 
. al + a P ] r it y American Home 18.9 11,932 20.6 13,033 | Screenland Unit (Sc) , 14.8 6,359 12.3 73 
$sal ed by Freund " SO elr own Sales OF it. American Legion 6.0 2,587 7.5 3,200] Screen Romances (MM).. 17.9 7,656 12.7 6 
Arts & Dee aealiion True Confessions (F). os 14.2 5,956 12.9 6 
All Show Gains (Combined with Spur)... 6.3 3,978 8.8 5,536 | True Experiences (Mac)... 14.4 6,178 10.5 488 
Syracuse, Jan. 14.—The exclusive “Many years ago Brill Brothers| Asia .................... : 3.7 1,580 2.3 yo a Love & Romance a sae ” 

’ . a : ar : otter “st tardens. 21. 3,259 8 2,52 eae 3.3 2: 9.4 $296 
franchise system of distribution in|was the exclusive distributor in re or. ee... 61 ‘eiai 59 ‘3,977 Senn Demknone (Mac) 142 6,083 11.0 1739 
the men’s wear field is a deterrent |New York for Holeproof hose. One} cniia Life ................ 3.3 1,414 1.9 798| True Story ............ 25.2 10,819 21.6 289 
to aggressive advertising by manu-|4ay Holeproof decided to make the | Christian Herald 15.0 6,430 15.9 C804 | VORUO oo cvcccccccccressses 74.2 46,864 83.0 52.122 
nates %~ a b panded distribution general and wide- _ | = Se 2.8 1,897 1.5 1,018 |} Woman’s Day ............. 16.6 7,124 16.5 7 
acturers a a curb on expande ; Cosmopolitan 38.3 16,429 36.6 15,684] Woman’s Home Companion 23.4 15,927 22.9 15, s2 
markets, in the opinion of Morton|SPread. Brill Brothers raged, Of| Daring Detective .......... 9.3 3,889 4.9 2,037 - a 
Freund, New York agency head course, but Holeproof went ahead| *Dell Detective 10.3 4,433 7.1 3,058 Total Group ......ss+0+- 745.8 355,448 610.5 312 

’ ae » neck awe + = 332 
specializing in men’s clothing ac- nevertheless. The next year, when Epen's Review hyeuedennnes 6 Hrd Ay ayer iieatniaiibes ites hain 
counts. everybody in New York advertised §Esquire (National) ....... 59.7 40,116 29.9 20,076 | American Mercury ........ 9.5 1,725 8.9 1,747 
Speaking before the Men’s Ap- Holeproof hose, not only did the Esquire (Special Edition).. 71.0 47,676 39.7 26,670 Atlantic Monthly 15.0 3,563 15.1 3 { 
parel Club of New York State, Mr manufacturer benefit, but Brill maaoasion RE 10.5 ‘ast =e er Harpers Magazine 16.8 3,991 18.1 4,319 
: : ’ — ; , Sis fy eae 5.2 2,2 5 of =a in a ; 
Freund asserted that wartime short- — sold more than ever be-|portune 0... 84.3 63,274 58.8 37,130] ‘Total Group ...... 41.3 9,279 42.1 ; 
¢ ; avv ech: ise ¢ ore. *Grade Teacher, The.. 6.6 2,893 6.9 3,048 
ages of heavy merchandise afford 7 bie § aten ae Tosehe z a 5 4 8 657 41 9 7RF OUTDOOR 
new merchandising opportunities It seems to me that this is a goo ae Sees Ua = ag 2044 
- ‘ : : ‘ se Bee | Pee 7.3 0,935 3 9,0 A . p sé ‘ 
for the clothing industry. He added, |time to start correcting this situa- | frouse Geautiiul tas isese 284 14's90 | American Rifleman 20.0 8,594 18.9 8114 
. . ’ . b i ° «0.6 ‘ “0. ’ — “ . * . * 82 q . 
however, that additional advertising | tion. You may think you're doing | ¢jmprovement Era 13.0 5,588 11.5 4,905 meg Aye oneal + a eas 2¥ os 
expenditures will be possible “only |Yourself a favor when you have the | Instructor ........ a4 = 5,070 7-4 5,084) nating & Fishing... 10.8 4622 88 3.708 
when the conception of the exclu-|¢x¢Clusive right in your city to aj Mechanix Illustrated “3. dam Ea Sia, | Outdoor Life ........ 11.9 5,123 16.1 9 6,97 
‘ P PE ae oe ee ee dae ° ) a. 2 « we rs s, “ , 4 
sive franchise has been relegated to |/ine, but, take my word for it, YOU) «Motor Boating . 106.5 45,990 144.7 62,496 oe eee ose pee ae 
the dust heap.” are not. If you have the exclusive | National Geographic... 16.5 3,936 17.2 ae See «- =n i 1a 
He summarized his reasoning as| Tight to something which is little ictese ieeamaine nS a ec ty igx| Total Group 92.9 39,891 102.0 43,720 
' sa 7 ue . vitae . Ne * MARAZ D sees vo. “9 ond a, 
follows: “The history of advertis- | known, you have the exclusive right) prysical Culture .......... 6.0 2.576 9.74, 167 MAIL. ORDER 
ing has definitely proven that when |‘ little. But if you share the right | *popular Publications 19.3 4,333 16.9 3,777 re ' ae 
one advertiser publicizes a product in something that is well known, | Popular Science ..... 57.1 12,781 50.6 a SGoeaters seas pehaaiaassts ee * 5.5 3, 
a certain amount of it can be sold, |¥°U have a great deal. This is some- he mete Mem ..0......... @ 2 768 “73 33 5 (deat tera ee wee ; iain die 
When two advertisers publicize it, thing that the apparel retailers of | scientific American.... 94 4,017 9.5 4,061 Total Group ....... 2.1 897 2.0 
the public buys not merely twice as New York State and America ought |*Secrets ........... 10.0 4,279 5.7 2,438 smc wuettene 
“ 7 +4 Ss oe ‘ 4 4. 4 « * 4 tae 
ee. 6 a.|to think about very carefully, be-| “Street & Smith Fiction ‘ a oiaene 
much, but often three times as ; IN alert sh otha oni Chew an 15.1 R378 = 10.7 $,387 | csmesctean Weekly 21.8 41.599 174 33.1 
much. In other words, the concerted |©@¥se only when a manufacturer is | «sunset 16.0 8§€66,878 = 16.0 1,061 | Business Week ........... 154.6 66,306 109.4 46, 
. >, P P er : ina lf hence ~ Ail, Seal eli hig wee a 4 o tan siness > 24.6 56,506 v. 20,0 
effort produces a larger amount of ageagee to = a ot te ay Heep senees ENS ee EER BERIREMETO cree raees sree 156.7 106,566 114.2 77,622 

e . - a © © , mw +. eee » oe sea »” . . » vi ) 75 2.9 96.¢ ) 
business for each individual as well |O" 2 Wide scale, can he allord tO | wravel .... 2.2 1,387 6.8 4,288 _ ees + 3 he alg a. rep be 7 ;. 
as for the entire industry. spend the money so necessary t0 | Prue Detective eo 605 8 th 20.3 $725 176 7 

“Because this is 80. it seems to me make the public buy more apparel | *yachting 77.9 49,257 91.8 57,986 | ecrit 10.9 409 «136 ~=«( 
c . : » SO, . : > Pi of : oa. »OUo 
: , , - an so ake yo business am sin =I Libe ; 7.6 52.6 29 548 
that retailers in our industry stand | — reed wore seme ee Total Group 834.1 433,591 869.4 414,865 re pices Pg BE Ar By 
in their own light by insisting upon sounder and better. oy k “435 29610 273 18553 
: _ P — < : is is S c IN'S ; . 7A ; 400 @ ° ° oo «/,0 7 eid 7) 
exclusive franchise rights on vari- Pe niPn tga secthar a tga Fro WEEN BAGATENES *Movie & Radio Guide..... 13.3 9,047 12.4 8,45¢ 
ines : “Onc Seives ‘ Mav | * a meric: ir 523 ) 519 |tNewsweek ........ 151.0 64,774 107.9 46,2! 
ous lines of merchandise. In the , . American 7 Sarre 1.0 023 1.¢ ) “e . , 
frst pls they } a ing th : makes people tick.” The clothing| Charm ....... 13.4 5,735 13.8 3,910 |New Yorker .............. 263.6 113,064 245.5 105,305 
rs p ace, ey yams ring e man- industry he charged has never rec- Glamour 28.0 12,008 11.7 5 00Lt*New York Times s M: igazine 116.0 o2,aa6 116.0 31,658 
ufacturer and make it impossible ined th fund : tals of c Good Housekeeping , CS SRR BES - DAR fuk kc cdccaeccass 2. 3.0 2,040 2.1 1,416 
ognize e fundamentals Of COn-| Harper's Bazaar ..... 58.8 39,532 50.0 33,599|Saturday Evening Post 196.2 133,402 176.2 119,828 
sumer appeals in its advertising. iY” ¢ Beeereere oy cee cae ' #eimae AE tsibrcavdess 15.0 6,355 10.5 4,553 
quaepeennenen Hollywood (F) 17.9 7,532 13.2 7,560 |TThis Week Magazine.. 27. 28,172 22.0 22,661 
1 Household ....... 12.3 8,372 7.4 SRE. bc ckmantex nes wx ad 254.9 109,329 225.3 96,64 
by T0 8 x 10 bc Names Eleanora Sense RO. eae | aaa a5 Vee *United States News, The 72.2 30,977 45.2 19,35 
. : . aa : Ladies’ Home Journal 10.3 27,428 25.5 17,312 - — - . 
2 Eleanora Sense, formerly editor Mademoiselle ........ 72.1 30,926 70.1 30,055 |) eee eee se 1,988.2 1,063,735 1,664.2 878,541 
In lots of 100. Send photo or negative. 50 at of the “Bulletin” of the New York McCall's ......... “ , 37.5 25,524 21.2 14,424 
$3.50. 25 at $2.25. Photo postcards 1%c- 1,000 State Dietetic Association and a Modern Romances (MM). 14.2 6,082 8.6 3,680 Under women's magazines, (F) indicates Fawcett; 
Enlargements Now at Strikingly Low ries member of the association’s execu-| Modern Screen (MM)...... 17.9 7,698 14.4 6,181 } (MM) indicates Modern Magazines; (Mac) indicates Mac- 
x 40°— i =, " 40° x ts tive board, has joined American| Motion Picture (F)........ 19.3 8,097 13.8 », 805 ary (oe ee rm ee 
ounted or wmounte > sine , “le : *Movie Life . cee : 13.4 We} 10.4 4,452 *Figures furnished by publisher. 
ry yy a can ‘eta e.| Home es ee eee oe §*Movie Stars Parade. 13.0 9,560 TTT TT a December linage. 
Serving accounts im 37 states , Movie Story (F)... 18.4 7,744 16.3 6,828 {Five issues 1940—four 1941. 
PEEOUOOD 6600048 k400 14.0 5,989 10.4 4,452 +Two issues both years, all others four issues, 
Parents’ (National) : 25.6 10,967 22.2 9,524 tFive issues both years. 
Parents’ (N. Y. Metro, Ed.) 27.9 11,970 24.5 10,517 Three issues both years. 
C ad is C K *Personal Romances....... 11.4 4,907 6.2 2,649 §Not included in total. 
. . . 
Congress Approves Borders Joins CBS Two Agencies Stipulate 
TRAN SACTI 0 NS a a Irvin Borders, formerly advertis- F. A. Hughes Company, Rochester, 
Daylight Saving ing manager of Citizens National | N. Y., and C. Wendel Muench & Co., 
Trust and Savings Bank, Los An-| Chicago, have signed Federal Trade 
Time for U S geles, has joined the sales promo- |Commission stipulations to cease dis- 
e ad tion department of Columbia|seminating misleading advertising. 


Washington, D. C., Jan. 15.—Con- Broadcasting System, Hollywood. 


gress completed action this week 


The Hughes case involved Orange- 
ine, a medicinal preparation made 
by Kemp & Lane, Inc., LeRoy, N. Y., 


29.58% 


WORCESTER 


Significant of Worcester’s 
steady gains in buying 
power and general business 


activity are the mounting figures for check transactions in 
Worcester banks. As Worcester factories step up production 


on Victory orders, additional 


earned and SPENT in this rich and ACTIVE market in the 
heart of industrial New England. 


For the first 11 month 
with the same period 


Check Transactions gained 29.58 per cent. 


During the first 11 mon 
Check Transactions exc 


the figure for the ENTIRE YEAR of 1940. 


Source: Federal Reserve Bank of Boston 


This prosperous market is covered 


Circulation more than 134,000 average net paid daily. Population: 
City 193,694. City and Retail Zone 440,770. 


th: TELEGRA 


SLACK Box SrUDIOS, MY. 


millions of dollars are being 


s of 1941 as compared 
in 1940 — Worcester’s 


ths of 1941 Worcester’s 
eeded by 14.9 per cent 


by The Telegram-Gazette ALONE. 


M-GAZ ETTE 


WORCESTER MASSACH USETTS 
Georce F. Boorn, Publshe}- 


CK amd ASSOCIATES, NATIONAL REPRESENTA 


OWNERS of RADIO 


STATION WTAG 


|on legislation calling for the estab- 
lishment of national daylight saving 
| time on a year-round basis, effective 
| the 20th day after President Roose- 
velt signs the bill. 


| The Senate and House voted | 
| varying proposals, but conferees | 
| adopted a measure following the 


House pattern. The Senate version 
would have permitted the President 
to advance or retard the nation’s 
clocks by as much as two hours, 
the idea being that regular daylight 
time would prevail in winter and 
“double daylight” in summer. As 
,adopted, only a one-hour change is 
enforced. 

Passage of the legislation ends 
|'for the duration of the war the 
semi-annual headache of the broad- 
casting industry, caused by spring 
‘and fall time changes in many 
metropolitan areas which upset pro- 
|gram schedules. 


Clark to Study Four 


Baltimore Sun, morning 
lafternoon; Boston Globe, morning 
and afternoon; St. Louis Globe- 
Democrat; and Detroit Free Press 
are the newspapers to be studied by 
M. Clark, New York, in its syn- 
dicated newspaper schedule for the 
first six months of 1942. 


and 


4. 


Raises W. M. Beck 


| William M. Beck, eastern sales 
| representative of the Akron Paint 
& Varnish Company, Akron, O., has 
been named a vice-president of the 
company. His headquarters are in 
Hartford, Conn. 


Chirurg Subscribes 100°, 


All of the employes of James 
{Thomas Chirurg Company, Boston 
advertising agency, have agreed to 
|subscribe at least 5 per cent of their 
|monthly salaries toward purchase 
of defense bonds. 


and the other concerned dog prod- 
ucts of Gaines Food Company, 
Sherburne, N. Y. 


Adds Edward McGill 


Edward H. McGill, formerly a 


ile 


. Seattle and Portland newspaper- 
Joins Compton Agency man, has joined S. D. McFadden 
Edwin M. Schneeberg, formerly a |News Bureau, San Francisco, as 
radio writer with N. W. Ayer & Son, |head of the catalog and directory 
New York, has joined the copy staff | department. 
of Compton Advertising, New York. 
. Names Sappington 
Neubauer Switches Fred G. Sappington, previously 
R. A. Neubauer, formerly Eastern |business manager of the Duily 
manager of Radio Today, New York,|Globe, Ironwood, Mich., has en 
has joined Electrical Equipment,|named editor and publisher of the 
New York, as district manager. | Eagle- Star, Marinette, Wis. 
* * 
PHOTO-OFFSET 
rf qe Ss "The Modern Method of 
Printing” .. more econom- 
fa R I N rg I N G ical . . more versatile. 
Today's merchandising 
demands speed and economy . . RCS photo- 
offset and planograph is the answer. Write 
RCS today for details and general price lists 
along with the “Idea Kit.” 
RAPID COPY SERVICE CO. CHICAGO 
123 NORTH WACKER DRIVE STATE 5977 
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War Spurs Market for 
Dehydrated Foods 

Shortage of tin and other packag- 
ing materials is presenting perplex- 
ing problems in the food industry 
and the restrictions on cellophane 
may cause a return to the old time 
“eracker barrel” for dehydrated 
foods which are now being produced 


mand for concentrated and dehy- 
drated juices, fruits, and vegetables 
is fast outstripping capacity of ex- 
isting production facilities and di- 
rect government financial aid for the 
industry appears to be in the of- 
fing, according to Walter H. Wag- 
goner, writing in The Wall Street 
Journal of Jan. 10. 

Chief factors in the rising de- 
mand for dehydrated foods and the 
need for plant expansion, he says, 
are: 

i. Greatly enlarged domestic and 
foreign consumption, including mili- 
tary requirements. 

2. Scarcity of metals and ma- 
terials used in containers for reg- 
ular processed and canned foods. 

3. Wartime convenience: dehy- 
drated foods are reduced in size and 
weight, save transportation space, 
and are particularly desirable for 
export shipment. 

Government aid for expansion 
may be in the form of construction 
of new facilities for lease to private 


The Business Digest 
Significant Developments in Trade and Industry as 
Reported by the Business Press 
Edited by RALPH O. McGRAW 


with one big blitz lasting eight 
nights in succession, but in no single 
instance was the electric supply of 
the town put out of operation. The 
local utility allows a rebate on elec- 
tricity charges to residents who are 


|forced to use artificial light all day 


because rooms are darkened by 
boarded windows where window 


in greater quantities than ever. De- | glass has been shattered. 


The same issue of the magazine 
reports that Buffalo, Niagara Elec- 


— eee 
| tric Corporation, Buffalo, N. Y., has | 


set up a model room showing proper 
blackout treatment for homes. 


Joins “Spokesman” 

Bert Garmise has been appointed 
business manager for Spokesman, 
Newark, which was _ previously 
known as the New Jersey Voter. 
Mr. Garmise was formerly on the 
circulation staff of Macfadden Pub- 
lications, New York. The Spokes- 
man will accept advertising and a 
‘rate card will be issued shortly. 


Gets Beverage Account 
Jas. H. Forbes Tea & Coffee Com- 
pany, St. Louis, has placed its 
}account with Shaffer Brennan Mar- | 
gulis Advertising Company, St. 


Adds J. K. Wood 

Jefferson Kaye Wood, who for- 
merly operated his own advertising 
agency in Los Angeles, has joined 
Buchanan & Co., Los Angeles, as an 
account executive. Previously, Mr. 
Wood was merchandising manager 
of Roos Bros., San Francisco depart- 
ment store. 


KFH Aids Drive 

The Red Cross benefited to the 
tune of nearly $1,000 when KFH, 
Wichita, put on a two-hour and 
fifteen-minute appeal for Red Cross 
subscriptions Jan. 3. Two programs 
were provided during the time, with 


|a special corps of Red Cross work- 


Louis. 


ers canvassing the city as calls 
poured into the station’s switch- 
board. 


Diehl Advanced 


Ralph H. Diehl, who came to the 
company in 1940 from the adver- 
tising department of National 
Enameling & Stamping Company, 
Milwaukee, has been named adver- 
tising manager of the Falk Corpora- 
tion, Milwaukee. 


Adds “Parade” 

Florida Times - Union, Jackson- 
ville, has contracted for the dis- 
itribution of Parade as a regular 
Sunday section, beginning with the 
Jan. 11 issue. 


| _ 
Appoints McGivena & Co. 

S. G. Frantz Company, New York, 
magnetic separators, has appointed 
L. E. MceGivena & Co., New York, 
jas advertising agency. 


interests and eventual purchase by 
them, loans for new plants, or direct 
construction and operation of new 
plants by government. 

Precedent for government entry 
into the dehydrated food business 
is found in its action in the citrus | 
juice field where it has two plants 
already in operation to augment 
production of orange juice and pec- 
tin, both desired by Britain. 


* * * 
“Government expenditures for | 
non-essential activities should not 
be allowed to compete with the 


government’s war program any 
more than private expenditures for 
non-essential purposes should be 
allowed to compete with war re- 
quirements,” declares Henry P. 
Seidemann, in his pamphlet, “Cur- 
tailment of Non-Defense Expendi- 


tures,” just published by The 
Brookings Institution. 

* * * 
In 1939, manufacturers of the 


United States sold 27.4 per cent of 
their output to industrial users for 
other than resale purposes, accord- 
ing to the preliminary report of the 
Distribution of Manufacturers’ Sales, 
1939, just issued by the Bureau of 
the Census. Sales to wholesalers 
and jobbers amounted to 25.5 per 


cent, while those to or through the 
manufacturers’ own wholesale 
branches and offices aggregated 21 
per cent. Other outlets and the 
percentages of manufactured goods 


they distributed in 1939 included: | 
Retailers for resale, 19.4 per cent; 
export direct to buyers in other 
countries, 2.3 per cent; to or through 
Own retail stores, 1.9 per cent; to 
consumers at retail, 1.6 per cent; 
and to export intermediaries, 0.9 
per cent. . € @ 

Prefabricated houses and house 
Sections have been widely discussed | 
for a number of years, and now the | 
ping government housing program 
or 


both military and civilian use | 
's lending increased emphasis to | 
‘his type of structure. In discussing 


the utilization of plywood, David 
Hellyer in Wood - Working Ma- 
chinery for January tells about 


4 dormitories for workers at San 


Diego built of plywood in the form 
%f demountable buildings which 
were completed in half the usual 
ime. Thousands of houses in the 
‘rea are being built after the same 
Pattern, * * & 

Air raid experience in England 
‘hows that the supply of electricity 
“as less affected than was antici- 
—— ays Erick Hardy in the Jan. 
Y Electrical World. In the town in 
~ 1¢ was writing, for instance, 
ha, 


gone through 200 air raids, 


: 


HS 


HE aed 


: 


IT’S THE ‘FOLLOW THROUGH’ THAT DOES IT 


An old kegler said the other day, ‘‘Bowling's like everything else; you've got to follow through to 
control direction and get the pins.’’... He spoke a proverb. Any bowler, golfer, ball player, or 
what have you, will vouch for that... . And what about this fairly important game of business? Most 
all of us have listened to glowing sales talks that sold us a bill of goods and filled us with the itch 
of anticipation only to have the pangs of disappointment lay us low when we received the finished 
goods. Probably if the house behind the sales talk had ‘followed through”, every one would have 
been happy. Of course it takes a pretty definite amount of ability, experience and intelligent 
understanding of the job to be done before a bowler, a golfer, a business man — for instance, an 
engraver—can follow through on an idea, an intention or a promise. ... We have sometimes been 
asked why Rogers is always busy, no matter what conditions seem to be. Maybe one of the reasons 
is that twenty years or more ago, the executives of this company learned that, to deliver the goods 
in competition, you've got to know the fundamentals of the game and "follow through”. Any Rogers 
customer—and there are many whose names are nationally known—will tell you what we mean. 


ROGERS ENGRAVING COMPANY 


Adolph F. Buechele, President 
MASTER CRAFTSMEN OF PHOTO-ENGRAVING 


2001 CALUMET AVENUE °e 


C 


Phone: 


ALumet 4137 e 


CHICAGO, ILLINOIS 
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Bulova Watch 
Increases Ad 
Expenditures 


New York, Jan. 14.—Crediting its 
consistent program of year-round 


Getting Personal 


Edgar Kobak, Blue Network v.p.. learned this 
is the advice. “Ask and you shall receive.” He complained to 
E. P. H. James, Blue s.p.m.. that the latter never buys him a cigar, 
except when it can be squeezed onto the company expense account. 


week how potent 


advertising for a major portion of Whereupon, James bought a whole box of stogies (paid for out of his 
last year’s sales gains, Bulova’ own pocket) and presented it to Kobak en route to the Blue Network 
Watch Company this week an-| meeting in Chicago... 

nounced that 1942 expenditures An ingenious application of the Morse code symbol for Victory 
would again represent an increase has been devised by J. Clark Samuel, Anderson, Davis & Platte. 
over the previous year. The com- Instead of a colon after the salutation in all his letters, he uses the 
pany, which has made extensive use three dots and one dash—and suggests that others do likewise. . . 

of spot time announcements | Congratulations are pouring in on Sherman K. Ellis, agency chief, 
throughout the country in recent 

years, expects to allot 95 per cent 


FUNCTIONARIES AT PREMIERE 


of its 1942 $2,000,000 budget to this 
form of promotion. 

During the coming year, Bulova | 
will add 24 stations, as well as ad- 
ditional time signals, to its spot 
schedule, bringing the total number | 
of outlets used up to 210 stations. 

During the spring and fall the | 
company uses insertions in three | 
general magazines, in addition to | 
several medical papers, to bolster its 
concentrated spot coverage. This | 
procedure probably will again be | 
followed in °42. Biow Company is | 

| 
| 


| 


the Bulova agency. 


Names James Rasley | 
James A. Rasley, Jr., formerly 
assistant production manager of | 
Aubrey, Moore & Wallace, Chicago, 
has joined Cary - Ainsworth, Des | 
ines agency, | tharge of me- 
ees ll pote sh Phe — . When the King Size weekly radio program had its opening at NBC's Hollywood 
; ud Radio City recently, among those most interested in the inaugura! were (left io 
— tight) Archie Scott, NBC director; Sam Pierce, Lennen & Mitchell producer, and 
Shifts Lindus Sydney Dixon, Red network sales manager for the Western division of NBC. 
F. H. Lindus, formerly Los An- 7 
geles branch manager of the com-| following announcement of the engagement of his daughter, Elizabeth 
pany’s service division, has been 


Hayes, to George Malvin Holley, Jr. of Detroit... John F. Royal, NBC 
v.p. in charge of international relations, is flying down to Rio to 
supervise coverage of the Pan-American conference. While in S. A. 
he expects to do a little station relations work, too. .. Over in Newark, 
Al Lewin, pres. of A. W. Lewin Co., has accepted the job of lining up 


transferred to the sales promotion 

ne —— - 
department of Timken Roller Bear- | 
ing Company, Canton, O. 


Searle to Crown Can 


agencies, newspapers and printers for the local Red Cross $300,000 

F. Gladden Searle, since 1936 | campaign. . . 
vice-president in charge of = C. Monroe Smith, N. Y. Subways Advertising Company salesman, 
one seen J a ac nag gg HS who spent the holidays at the Institute of Ophthalmology recovering 
nee ange Connmeney Philadelphia | from an eye operation, was lucky enough to find a nurse who helped 


him out with his Christmas greeting chores. . . 

Radio Executives Club of New York has designated Tom Lynch, 
of Wm. Esty & Co., to head a committee that will award a plaque 
NEW SALES PRO to the person who has done most for radio during the past year. 


as director of sales. 


10 


PHOTO SUB John Hymes, L&T, heads the rapidly growing organization. . . And 
speaking of people who've done well during the past year, Otis P. 
| Williams, ace salesman tor WOR, certainly hasn’t done badly. Final 


returns for the year aren’t compiled, but for 11 months he sold over 

$500,000 worth of business, a new solo sales record. . . 
| Stork worked overtime at Knox Reeves Advertising, Minneapolis 
agency, delivering the fourth 
daughter to Copywriter A. J. 
Becker, a first son to Accountant 
Harry Johnson and a first son to 
Sports Department Manager Ken 
Torgerson, all within the same 
week. Each of the latter two 
already had one daughter and 
there was plenty of ribbing for 
Papa Becker. . . 

Roger L. Wensley, pres., G. M. 
Basford Company, New York, 
has been appointed chmn. of the 
industrial press section of the 
advisory advertising committee 
of the American Red Cross. 
Frank Weston, Providence 
agency head, is in charge of the 
Rhode Island Red Cross war 
chest drive. . . 

Mark W. Cresap, secy., 
Stetson Company, Philadelphia, 
who resigned to assume duties 
lieutenant in the office of 
Undersecretary of War in 
Washington, will continue as 
merchandise manager of the 
company on leave 


ANNIVERSARY 


John B. 


| ; as a 

the 
Birge Kinne, Better Homes & Gardens, 
and Frank Lawrence, BBDO, helping cele- 


brate the 20th anniversary of Publicity of absence. 


Lodge No. 1,000, advertising men's Major Edgar B. Mills, pres., 
Masonic lodge, at the Advertising Club Armorican Products Company, 
a of New York. r 


Cincinnati direct selling organi- 


= zation, has been ordered to ac- 
ge tive duty with the procurement division, air corps, at Tampa, Fla. . . 
* van ; Herbert A. Fuhry, secy.., E. F. Schmidt Company, Milwaukee print- 
, PUT Ss ing and advertising firm, has been elected secretary of the Milwaukee 
a AD | Sales Managers’ Assn. .. Harry A. Apple, pres., Trade Press Publish- 
. VERY month . . . 100 new, smartly mer ing Company, Milwaukee, has been elected prexy of the Graphic Arts 
chandised, photographic eye catchers Assn. . . Northrup (Bun) Dawson, production dept., WCCO, Minne- 
ro — ener ol ae apolis, leaves in March to join the air corps of the U. S. Naval Reserve. 
ness . all sizes ONE PRICE, . Eddie Gallaher, continuing as a WCCO announcer despite his public 

Posed by New York's top models .. . shot : ; : ye ee ae p ” ¢ 

in leading studio. Inspirational, clever and relations chores for the Navy, up and got married Jan. 3 
practical great for idea men. A vast Some of the research for the book, “Radio Goes to War,” by Charles 
tm tan su IGHT meet every J. Rolo, which Putnam brought out Jan. 16, was done by Jack Mohler. 

OWN OFFICE . . $5 a month. Glossy sales promotion dept., WOR, New York, 


two of the chapters being 
based on Mohler’s senior thesis at Princeton University. . . 

Lt. Barry Bingham, peace-time publisher of the Louisville Courier- 
Journal and operator of Station WHAS, who is on loan from the Navy 
to the Office of Civilian defense, is in London for an indefinite stay. 
Attached to the U. S. Embassy, he will make a study of civilian de- 
fense in England... 
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Foresee Boost 
in Prices for 
U S. Newsprint 


Washington, D. C., Jan. 14.—Pros- 
pects of the first increase in news- | 
print prices in four years have 
alarmed the Office of Price Admin- | 
istration as well as the newspaper | 
|publishing world, and, although 
| hope is still held that the announced 
jadvances will not be _ instituted, 
plans are being laid to meet the 
situation. 

A group of 
lishers conferred with OPA officials 
‘on the subject last week, and were 


janteed to receive Europe, 


representative pub- | 


asked to prepare data showing the | 


|probable effect on publishing prac- | these conditions springs from use 


Among the possibilities if the | 


|tices. 
| Price increase is effected and news- 
| paper revenue is insufficient to meet 
ithe extra burden are higher per- | 
‘copy prices and smaller papers. 
| Canadian manufacturers have an- 
nounced that the second quarter 
|price will be advanced from $50 to 
$53 per ton. Publishers told OPA 
this would mean they would have 
to pay $8 more per ton for news- 
|print than Canadian newspapers. 
About three-fourths of the news- 
print used in this country comes 
from Canada. 
Warning Issued 

Meanwhile, publishers and all 
other users and manufacturers of 
pulp, paper and paper products have 
been warned by the Office of Pro- 
duction Management that maintain- 
ing inventories of any materials “in 
excess of a_ practicable 
minimum” is unlawful 
lead to “drastic action” 
orities Regulation No. 1. 

The warning was issued by three 
branch chiefs, Norbert A. McKenna, 
pulp and paper; George A. Renard, 
printing and publishing; and Walter 
\C. Shorter, containers. Trade asso- 
‘ciations have reprinted the memo- 
‘randum and are distributing _ it 
oe 


OPA Places Formal 
Ceiling on Stoves 


Maximum manufacturers’ 
on domestic cooking and 


and may 
under 


prices 
heating 


land are equipped with suction cu 
for 


| 


;motional material 
‘ready 
|portable radios to take them to a 


| 


} 


stoves have been established by the | 


Office of Price Administration. The 
formal ceiling replaces informal 
agreements with individual produc- | 
ers made last November. The sched- 
ule was made necessary by an Office 
of Production Management limita- 
tion order which will curtail out- 
put for the first four months of 1942. 


Under the schedule, the top price | 


for a “regular line” 
jexceed 112 per cent of the lowest 
price quoted by the manufacturer 
during the period between Jan. 15 
and June 1, 1941. In the case of 
private brand stoves, the price must 
not exceed 112 per cent of the low- | 
est actual price charged by the pro- 
ducer during the b te pers iod, 


Luce to J-W-T _ T 


Leonard E. Luce, formerly 
jart department of Arthur 
{New York, has joined J. 
Thompson Company, New 
art director on several accounts. 
|Mr. Luce, together with Herbert A. 
|Thompson, research director at 
|Arthur Kudner, was responsible for 
|\development of the Scanacord copy- 
| testing device in 1939. 


stove must not 


in the 
Kudner, 

Walter 
York, as 


Whitfield Retires 


Taylor S. Whitfield, local adver- 
tising manager of the Morning 
|News and Evening Press, Savannah, 


Ga., has retired to his plantation 
near Savannah after 43 years with 
the two papers. Alfred E. Floyd, 


formerly assistant advertising man- 
ager, has been named advertising | 
manager. 


| Jor rsey 


Roger W. Clipp, vice-presi ient 
and general manager of Sti ns 
|\WFIL and W53PH, Philade! a, 
jhas been named chairman of the re- 
search committee of the National 


E. R. Borroff Named 


working | = 
Blue Net Executive 
Pri- } 
| Blue network’s central division sales 


instituted for 


Portable Short 
Wave Radio Is 


Zenith’s Newest 


Chicago, Jan. 15.—Taking adv: 
tage of the preeminence of forei>y 
news, Zenith Radio Corporation y ||| 
Jaunch promotion in national ma; 
‘zines for a new portable raid. 
capable of receiving both stand 
and short wave broadcasts. 1 
deluxe portable carries an emph: 
|advertising guarantee that it is ‘ 
first and only portable radio gu: 
Sou 
America or the Orient every day 
your money back.” 

The copy further guarantees t! 
the set will “bring in foreign sh: 
wave reception on trains, plar 
and ships.” Zenith’s confidence 
the radio’s ability to operate und 


— 


wavemagnets, two coupled, moval 
|devices that look like horsesho: 


application. One is 
standard broadcasts, the other f 
short wave. The portable operat 
either on storage batteries or 1} 
volt current. 

A prominent copy theme will | 
the value of the portable in t! 
emergency, as a handy aid in blac! 
outs and in power shut-offs. Civilia 
defense officials, the company’s pri 
states, have a 
instructed people ownin 


used f 


raid shelters so that official broad 
cast instructions can be heard. 

E. H. Brown Advertising Agen 
directs the Zenith account. 


E. R. Borroff, formerly the NBC 


|manager, has been named vice- 
| president in charge of the central] 
division of the newly-formed Blue 
Network Company. He will be in 
| charge of all activities of the new 
network in Chicago, the Middle 
West, the South Central and South- 
western areas. 

Mr. Borroff entered radio in 1923 
with KYW, then a Chicago station. 
After serving as announcer, sales- 
man and manager of the station, he 
joined the staff of WENR in 19238. 
When NBC acquired WENR, Mr. 
3orroff joined the NBC central divi- 
sion sales staff. 


Snider to Launch 
‘Catsup Drive Jan. 26 


Snider Packing Corporation, Ro- 
chester, will begin a special adver- 
| tising campaign for its catsup with 
ia full page in color in Life, Feb. 26. 
Advertisements are now appearing 
in Woman’s Day, but with the 
pearance of the Life copy, there will 
be local tie-ins with many news- 
papers. 

Another 


le 
al} 


campaign, 
newspapers, 


using New 
will shortly be 
Snider’s Lily of the 
Valley line of fruit products. 
Charles W. Hoyt Company, New 
York, directs both accounts, «nd 
Gordon Thompson is advertising 
manager. 


NAB Names Clipp 


Association of Broadcasters. 
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The News Machine That 
Manufactures Question Marks 


Everything that is happening in this troubled world 
affects the policies and methods of business enterprise. 
Each news break that shakes the world has its re- 
percussions in the executive offices of every company 
serving the American public. 

Long ago it became impossible for business to con- 
duct its marketing operations successfully merely by 
attention to inside methods and technical details. Today 
the things that happen outside—on battle fields half 
way around the world and in Washington, on the firing 
lines of advertising and sales promotion — determine 
what must be done to keep business going with a fight- 
ing chance of success and survival. 


Academic discussions of methods are being discarded 
3 in favor of a more dynamic policy geared to actual 
: conditions. Today’s news determines tomorrow’s pro- 
gram. Long-range objectives are kept in mind, but 
how to reach them is a tactical problem determined 
by the answers to the question, ‘‘What’s happening — 
what’s the news?’’ 


Only a business newspaper, geared to the job of 
reporting, forecasting and interpreting today’s world- 
. shaking events with business paper perspective and 
7 newspaper speed, can orient executives to the world of 
change which surrounds every business operation. 
Thus the editorial assignment of ADVERTISING AGE, the 
National Newspaper of Advertising, becomes not only 
more important, but almost indispensable to clear think- 
ing and planning on the problems of advertising, dis- 
tribution and marketing. 

The largest editorial staff ever formed to man the 
listening posts of industry at all strategic points will con- 
tinue to meet today’s increased demand for authentic 
information, keyed to 1942’s challenging question marks. 
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I5-YEAR RECORD OF NATIONAL NETWORK ADVERTISING GROWTH Launch New Shelton Promotes 
ae 
1927 §61928 1929 1930 193! 1932 1933 1934 1935 1936 1937 1938 1939 940 = 194) M ] A ] ‘All 2 ’ 7 h 
110 azola Appea urlum wit 
am in N New B Off 
| a In ewspapers ew bonus er 
OU . —_ 
-| __] FIGURES FOR 1927 REPRESENT NBC ONLY 04 New York, Jan, 13.—Armed with St. Louis, Jan. 13.—The addition 
5 NO SEPARATE TOTALS FOR NBC AND CBS F i a new nutritional story developed |of a new, trademarked ingredient, 
90/-————_ AVAILABLE FOR YEARS 1928 -1931 YA through extensive research, Corn | “Allurium,” to a standard product, 
. gs |+————{ MUTUAL STARTED IN OCTOBER 1935 Products Refining Company today | Shelton Oil of Tulip Wood, fea- 
, rr. launched its first newspaper adver-|tures an introductory offer being 
80 FIGURES COMPILED FROM NATIONAL AD Y i tising campaign in several years for | promoted by W. G. Shelton Com- 
15 VERTISING RECORDS AND PUBLISHERS 4 Mazola salad oil. Current schedule | pany to beauty shop owners by 
iw INFORMATION BUREAU md direct mail, a direct sales drive, and 
2 ry a business paper campaign. 
" 465 CHART® 1042 BY ADVERTISING PUBLICATIONS wy, The new permanent wave mix- 
. 5 60 So }ture is being offered to the trade 
o ey can you in a combination, with an eight- 
4 55 (yy imagine that? |ounce bottle of the product free 
0 50 <2 Hee fete snntnie mmo | With each quart purchased. The 
4 - —— f ease ma» | Offer is made through salesmen and 
“4 
N 1 7 tne tare, tady! W yen bage righ! ore wo b , ir > ail. 
0” 7 Ane Zz Full - page advertisements are 
a = 3— oc being placed in three cosmetic busi- 
7 | » ——e punt 8 ST rae |ness papers, American Hairdresser, 
~ $ 4 -_- > al awe — Beauty Culture, and Modern Beauty 
*" |“ 2 A we << pe 2 Shop, and copy emphasizes the per- 
8 20 Fl i ark oot manent-waving abilities of the 
"9 rr. a a ye product. Consumers are urged to 
7 ‘5 5 Ut y — “ask your hairdresser to classify 
16 10 — Pa _ —- —-+4-- —+ st <t =5 : your hair as to type, texture and 
ay a —s r Si ee Gee ances 4 condition,” and are told that there 
> 7 - wr. is a correct form of the new Shel- 
97 ér zr — t+ = — — calls for 500-line insertions twice a|/ton blend for every type of hair. 
96 ave naiceglles CASTING sxbhlt— week in 30 newspapers in important The product is being merchandised 
. 3 nO — AL oe — j markets on the East and West/in a new package, round grooved 
; aaa > | coasts. glass bottles with the name Allu- 
0 Theme of the drive will be em- rium prominently displayed. 
—<— phasis on Mazola as “a great pro- ae 
The development of national radio network advertising, from a young but robust infancy in 1927 to the point where more tective food,” containing a rich store ° 
than 100 million dollars was invested in the medium in 1941, is shown in this chart. The growth curve has been phenom- of linolate, “the indispensable food To Business Papers 
enal, but it should be borne in mind that the chart is based on one-time rates, and actual network income is a considerably factor essential to the health of Metal & Thermit Corporation, 
smaller figure, due to discounts for continuity, purchase of large blocks of time, etc. nerves, well-conditioned skin, the New Fork, will confine tte 1942 ad- 
er Nee ae ; rertis oO siness paper inser- 
aturé stre air ¢ > com- | 4; - 
‘ — tural lustre of hair and the epi tions. Sheldon, Morse, Hutchins 
' Client Agency Client Agency | plete nutrition of the body.” Copy and Easton, New York, directs the 
Ul Bf rank Total Total Rank Total Total also stresses the point that a salad | account 
it . ° 
International Cellucotton Prod- 13 Sherman & Marquette, Ine 1,491,056 dressing can be as valuable, from a a 
69 WOES GO. cs cceccsess ses “a 46,022 Colgate-Palmolive-Peet Co nutritional standpoint, as the greens H 
643 BON, BK. sc vncncekssivseeee .. 248,515 Cashmere Bouquet, Halo 35,857 themasives KFRE Joins Mutual 
217 eS. eee Crystal White* .... 165,470 gts a a ' KFRE, Fresno, joined the Mutual 
62 ee ee SS eee rere ee Ae 270,635 Dental Powder .. 550,174 The company also is starting a Don Lee ea lee System with 
541 Magazine Repeating Razor Co.. 264,498 Super Suds .... 739,555 drive for Karo Syrup in 400 news- | “ social Hie Ne hs Ve: 's By 
Ludenh'’s, Inc. ....c0...+.. ; 6,137 40 Smith & Drum, Ine 47,956 papers in smaller cities throughout a special program ew rears Eve, 
2 Maxon, Ine. ....... Cin evus 172,804 General Petroleum Corp. of on 2 Prsguay * _ when other Mutual affiliates saluted 
152 Gillette Safety Razor Co..... 152,105 PC 47,956 the country. C. L. Miller Company |the new outlet. 
70 C. F. Mueller Co.......... - 20,699 31 Sorensen & Co........ 185,410 |handles the account. " 
1 MeCann-Erickson, Inc. . , , 1,633,821 Bowey’s, Inc. ... ; 185,410 a 2 “ . ” 
283 Chesebrough Mfg. Co 2. 474,457 45 J. D. Tarcher Co ie 21,643 To Represent “Cahuide 
44 Ford Motor Co.... . 900,518 Smith Brothers , 21,043 Gets Paper Account Cahuide, monthly magazine pub- 
225 ee, Conse, jorax Co . 258,846 sities 14d Bene? Seaeeen Co ae 1,325,700 L. L. Brown Paper Company,)|lished in Lima, Peru, has named 
214 Acari A Ae oh . 15.701 “ a. ia ‘a 13,945 Adams, Mass., has placed its account|Pan American Publishers Repre- 
737 ‘arthur Meyerhoff & Co ce 1,110,684 Lux Toilet Soap = 891.780 with Cowan & Dengler, New York sentatives, New York, as United 
368 Wilmington Transportation Co. 3,737 Shell Oil Co..... ' 3,556 agency. States representative. 
O78 William Wrigley Jr. Co.*... 1,096,947 William Wrigley Jr. Co.* 356,419 
Ss Bk BROAN Gisceccces iaX 8% 136,872 | 42 United States Advertising Co 10,610 
Curtiss Candy Co.... 136,872 Libbey-Owens-Ford Glass (Co,.* 10,610 
Raymond R. Morgan Co. 194,161 | 58 Viekers & Benson, Ltd. 2 070 
Los Angeles Soap Co 121,765 Thomas J. Lipton, Ine.*.... 2,070 
Planters Nut & Chocolate Co 72,396 34 Walsh Advertising Co : RS 885 
' Morse International, Ine... 75,214 Travel & Publicity Bureau of 
icy Vick Chemical Co...... 75,214 Ont. Govt a i 88,285 
al 'Newell-Emmett Co., Ine : 1,657,108 2 Ward Wheelock Co 4,203,400 | 
sO. Liggett & Myers Tobaeco Co Campbell Soup Co 
Chesterfield Cigarets . 1,873,042 All Products 2,737,002 
Velvet Tobacco .. ee 284,066 sain ees 243,335 
‘O'Dea, Sheldon & Canaday, Inc 268,676 Tomato Juice $24,720 
Commercial Credit Co.... 268,676 Colgate-Palmolive-Peet Co 
7 Pedlar & Ryan, Inc.... 964,459 Palmolive Soap HOR 343 
O5¢ Lady Esther Co.... 537,048 2 Young & Rubicam, In« 4.534.054 
Procter & Gamble Co General Foods Corp 
630 Ce kn swescess 126,235 Minute Tapioca 52,462 
CHINO cvtccwsews , 301,176 TaFrance, Satina 262,017 
Knox Reeves Advertising, Ine 500,306 Postum ; 106,662 
104 General Mills, Inc.—Wheaties.. 500,306 Calumet, Swansdown 772,892 
Ruthrauff & Ryan, Ine ‘ 5,040,316 Grapenuts . 929,378 
Campbell Soup Co.— Sanka .... 677,273 
Franco American Products 872,328 tn MTEL 547 
‘7! a ee eee ‘ 139,065 Gulf Oil Corp 5O5.070 
Chrysler Corp.* ras 1,064,579 International Silver (eo 315,817 
ie Emerson Drug Co a 235,663 Johnson & Johnson 215,441 
Lever Brothers Co Thomas J. Lipton, Ine 
S4 esa bd cad 1,431,507 Lipton’s Tea* 174,269 
Re alee «eae «0 654,198 Continental Soup 22,126 
362 Penn Tobacco Co.*.. 108,548 GRAND TOTAL $44,584,278 
Sterling Products, Ine —_—— 
s.f lronized Yeast Ms 534,428 | *Handled by more than one agency 
Billings of Top 10 Agencies and Clients on Mutual 
ADVERTISERS AGENCIES 
‘ k tank 
Bayuk Cigars ....... : ea $ 786,315 1. Blackett-Sample-Hummert $1,443,443 
¢ General Mills T 662.274] 2. Ivey & Ellington . 854,411 
‘ Broadcasting Assn 653,025 »% R. H. Alber... 656.224 
se 1] Cigars ...... 455,407 | 4. Erwin, Wasey & Co 197,088 
Wander Company (Ovaltine) 415.253) 5. J. Walter Thompson Co $84,151 
Pha aco (White Laboratories) 353.569! 6. Federal Advertising Agency 107,576 
‘4 Ame an Safety Razor Company 344,513 7. Wm. Esty & Co.. : 353,569 
5,8" , ola Company : 301,857 8. D'Arey Advertising Company 301,857 | 
ville Safety Razor Company 281,620 9%. Maxon, Ine 281,620 
BR. Semler (Kreml) 274,791 (10. Hixson, O'Donnell 203,498 | 
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current campaign in 11 national|ing recipes for special occasions 
‘hedule Knox 


| magazines. | such as birthdays, anniversaries and 

Ge] . . | Offering a “plan for painless re- | holidays, will be spotted throughout 

atine Drive ducing”, cartoon copy by Don Her- | the papers. 

; { ald recommends that one envelope Magazine copy continues to ham- 

6,699 or Newspapers of Knox gelatine be taken in water |mer away at Knox Gelatine as an | 

1 New v or unsweetened fruit juice an hour | aid to vitality. Kenyon & Eckhardt 
— rk, Jan. 15.—A substan- | before lunch and again an hour be-| is the agency. 

“vertising expansion for Knox | fore dinner. This procedure “helps 


ie Company was disclosed | stave off hunger pangs and removes . . Ye 

Wath the start of a newspaper | that hardship from dieting,” the | — eon c — ¢ th | or ' ae : 
0 rep dl magma oy taf ganar Poond pe years assistant manager of the| fiZ_00 POPULAR Sfation 
whee r to be extended to other) Insertions of 300 lines in standard | sports department of Knox Reeves * Salt Lake City. | 


's. The drive marks Knox's | size papers, and 150 lines in tab-| advertising, Minneapolis agency, 
Bul: r newspaper effort in loids, will appear twice weekly. In| has been transferred to the media 
“l years, and supplements a/ addition, several 20-line ads featr-' department. | 
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Farm Papers 1941-1940 ADVERTISING LINAGE IN FARM PAPERS 
idi Tid f Commercial Display Commereial Display 
] In ] e oO Including Poultry Display Display Including Poultr ' ; : 
P y Display Disp! 
and Livestock Advertising Advertising and Livestock , a 
. P —1%1——,_——1940———,__1941 1940 i. ~~ on 
Inage Gains Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines A 
sineg 
American Fruit Grower...... 166.1 74,732 158.4 71,290 1 , BI-WEEKLIES 
Chicago, Jan. 14. — The story of n wt ar ‘f it Gro 2 74,732 71,290 : 
eae ; . American Poultry Journal: American Agriculturist 228.6 166,428 254.7 186,384 144,349 159 os 
farm paper advertising linage in Eastern Edition .......... 267.2 114,621 240.1 103,002 60,252 52,601 Arizona Farmer 264.4 199,912 241.3 182,411 197,750 180 ry 
1941 was in almost all instances ; Central Edition ........ 179.0 76,805 169.0 72,502 48,696 43,647 California Cultivator 286.1 216,307 279.6 211,351 210,94 oat na 

Bini Agere tall instances an| Western Edition ...-.... 131.1 56,252 118.3 50,736 41,851 36,285 Dakota Farmer 164.7 127,122 170.6 131,691 120,687 ase ine 
optimistic story of increases over §In All Editions....... 120.4 51,653 106.8 45,833 29,953 34,138 Farmer, The: x - 
1940, the largest upturn being Arkansas Farmer ....... 67.3 50,847 52.8 39,934 60,273 39,414 $General Edition 270.9 212,404 262.7 205,939 196,203 190 

. *Better Fruit .......... 102.0 42,860 75.8 31,815 42,860 $1,815 Local Edition 322.6 252,895 298.5 234,005 3 2 917 
‘ Pea RMR rs 2. 2,895 298. 234,005 235,362 217 <9 

scored by the daily farm papers | preeaers Gazette .....-. .. 155.9 70,147 161.7 72,763 48,134 650,588 Idaho Farmer ..... $11.6 169,869 316.8 168148 169.697 ies 
with a 3.8 per cent gain, according | California Citrograph...... 215.4 144,727 209.8 140,993 144,727 140,993 Kansas Farmer ...... 183.6 139,502 186.0 141,347 121.083 425... 
to compilations of Publishers’ Infor- Capper’s Farmer ....... 297.2 202,111 315.7 214,704 197,760 209,775 Michigan Farmer 257.6 197,848 236.9 181,960 174.146 158 

. Country Gentleman ....... . 492.1 334,614 462.7 307,803 325,882 298,690 Missouri Ruralist 166.2 2 2 2 97 

inilien Bureau and Ave veg 126,327 148.1 112,517 108,191 9 
an DVERTISING | a* Electricity on The Farm.. 116.2 41,483 107.9 ae ssaew Nebraska Farmer .. 268.0 195,080 297.9 216,854 181,737 202 
AGE. Farm and Ranch.........--. 240.6 181,188 260.0 196,535 166,506 182,606 $Average Four Editions . 290.7 211,660 319.6 232,681 193,397 213.7 
M i-mo ae Farm Journal and Farmer's New England Homestead . 229.1 160,350 219.9 153,961 133.692 27 

onthly and semi m nthly farm |‘ Wite bpeeisatints wg 442.8% 190.405 455.3 195.323 182,217 186,188 Ohio Farmer ........ . 259.8 199,542 246.0 188,910 186,164 176 
papers age Ppt far behind, how- | +rorida Grower Mag.. . 98.8 67,181 92.6 62 67,181 62,980 Oregon Farmer ...... , ee 161,562 217.9 164,719 161,300 164 
ever, with 3.2 per cent increases in| Kentucky Farmers’ Home Pacific Rural Press: 

. eee ae snare) vournal . coe: 106.9 82,881 94.9 74,406 72,672 67,143 Northern Edition ...++ 874.4 283,070 375.6 283,979 268,977 270.5 
both groups. Bi-w eekly farm Papers | eyichigan Farm News..... 20.1 40,813 23.6 47,930 40,813 47,930 Southern Edition ; . 361.3 273,159 353.2 267,006 256.719 252 
showed a 0.9 per cent gain and the | *National Livestock Producer 62.9 38,486 44.4 32,341 38,486 32,341 §Both Editions ....... 323.1 244,265 323.3 244,414 230,264 231.4 
only loss revealed was a decline of | Nation's Agriculture np 69.0 31,062 59.8 26,924 31,034 26,907 Pennsylvania Farmer ....... 247.0 189,719 262.0 201,213 167,430 177.5 
0.1 per cent for the weekly group *Ohio Farm Bureau News 139.9 62,966 129.6 58,307 61,376 56,187 Prairie Farmer, Illinois and 
3 eekly etme. | pecker Pethuns Indiana Editions ..... 329.1 239,606 278.2 202,552 230,644 19 
: i ; ‘ 278.2 2,6 y 6, 
The report of weekly farm papers Eastern Edition 312.2 133,979 298.2 127,936 76,580 73,343 Suet New Yorker...... : is 171,113 224.3 175,870 133,858 126.5 
- : oa a Central Edition ~. S80.f 97,681 214.7 92,118 68,470 62,234 fallaces’ Farmer ...... 334.9 262,570 357.9 280,574 216,682 236.5 
for December, 1941, shows a 36.5] wWrostern Kaition "* 4778 16.294 161.0 69.067 60,708 64,272 Washington Farmer ........ 216.7 163,813 221.2 167 37 163,233 166 5 
per cent gain over the same month Pacifie Edition .. 185.8 79,694 175.4 75,225 60,226 56,757 Wisconsin Agriculturist ..... 214.4 168,069 220.2 172,614 158,151 164, 
ego pesad ‘ §In All 4 Editions 158.4 67,937 148.2 63,563 56,423 51,080 aes dalabed : 
for 1940, while bea small group of Progressive Farmer: Total Group rt 5,352.0 4,053,863 5,305.8 4,019,263 3,730,795 3,706.7) 
monthlies reporting for December| Carolina-Va. Fdition ...... 297.6 216,637 287.6 209.398 211,660 = 204,259 ee ne Ne ae cigs 3.706 
cate & OO mar cant inevense Georgia-Ala. Edition ...... 295.4 215,032 288.8 210.255 211,004 206,282 ite ——1i—— 9=—8t8 194 
revea s a 9.9 per cent increase. The Kentucky-Tenn. Edition.. 281.7 205,041 271.9 197,957 201,140 193,847 WEEKLIES 
major group of farm monthlies, re- Miss.-La.-Ark. Edition .... 282.4 205,567 275.5 200,530 201,577 194,666 e “2 y , 

i ar ‘ f a “ae Texas Edition ie 291.7 212,368 282.2 205,463 205,504 197,677 apper’s Weekly .........+. 45.6 102,134 42.2 94,562 86,691 81,25 
porting for January, 1942, shows a $In All 5 Editions... 242.0 176.869 223.5 170,012 174.664 167.867 Dairymen's League News. 64.4 46,852 58.8 42,789 42,688 38.3 
7.5 per cent gain over the like SAverage 5 Editions..... 289.7 210,929 281.2 204,721 206,177 199,346 Weekly Kansas City Star, ; 

th in 1941 Southern Agriculturist .. 116.9 116,847 166.9 116,824 114,275 114,308 Missouri Edition ...... 63.2 155,682 68.1 167,732 133,457 152,49 
mont in . Southern Planter va 202.9 142,026 209.3 146,621 124,218 129,836 ‘ — —_-  ——— ——  -—_— 

Semi-monthlies for December, | Successful Farming 441.4 198,619 449.8 202,429 192,356 195,816 Total Group .............. 178.2 304,668 169.1 305,083 262,836 272.1 
- * |] Wyoming Stockman Farmer 56.1 60,260 62.3 55,835 47,962 62,911 
1941, scored a 0.6 per cent gain sae. even Pen e: unidiaiaa DAILIES 
while bi-weeklies for December,| 7°! Group ... -++++-6,630.0 3,854,226 6,366.0 3,735,528 3,481,132 3,383,488 Chicago Daily Drovers Jour 
’ t 0 [= 
1941, revealed a 4.1 per cent in- MAL sss. eesensees 265.7 665,271 238 507,121 0 
, SEMI-MONTHLIES ants thie tie tense” ' —_ mul ose 401,612 = 367,4 
é y Daily Drovers 
reas ve oO y —T 
crease over the same m nth in the RE TCS a 193.2 146,067 204.2 «184,407 187,786 144,817 Telegram ..........-. rr 259.5 552,238 292.8 623,084 432,265  416,6 
previous year. Daily farm papers | Hoard’s Dairyman | 281.8 205.118 229.4 174,273 184,401 154,257 Omaha Daily Journal Stock- 
for December, 1941, posted a 15.7 | Indiana Farmer's Guide 1313 102'907 32.8 104141 101.125 102.627 sees Delis ice ‘seccn he’ 290.2 617,500 263.9 561,600 455.104 413,84 
: , a 4%" | Missour! Farmer 92.5 72,540 98.5 77,186 71,901 73,825 = , a ee 
per cent gain over the same 1940 | Montana Farmer 097 8 172.213 226 6 171,203 150'591 152.748 SUE axxenn ks ‘ -. 206.7 439,868 189.8 403,831 322,584 318,9 
‘Oregon Grange Bulletin 158.1 177,082 172.6 193,240 177,082 193,340 eee eee —_—- —_—— —_—_ —— ——_- 
month. hak Sasaune 1563 118132 1607 121490 106800 107.047 gk errr rrr ee 1,022.1 2,174,877 984.8 2,095,636 1,611,565 1,516,8 
a Western Farm Life. 250.8 196,654 200.9 157,512 132,305 130,274 Pteures furnished by publisher 
. p sher 
John B. Stetson Adds A: SY LA A: eT a 1941 format 357 lines to page, 1940 format 238 ines to page. 
Thr Vi P id t Total Group .......000. 1,491.8 1,190,713 1,435.6 1,153,552 1,061,931 1,058,635 §Not included in total. 
ee Vice-rresidaenits 
Arthur N. Hosking, Jr., who 
joined John B. Stetson’ Company a| £0 Parker-Allston JANUARY ADVERTISING LINAGE IN FARM PAPERS 
year ago, has been named vice- Security Mutual Life Insurance 

‘ P am: . . : Pages Lines Pages Lines Lines Lines Pages Lines P - 7 e 
president and will be solely respon- Company, Binghamton, N. Y., has Commercial Display Poultry and yp ny Fe , 
sible for sales and advertising.| placed its advertising account with Including Poultry and Livestock Including Poultry and Livestock 
Named vice-presidents with Mr.|Parker- Allston Associates, New te ase eta “See ee 

. ne - " = \ Sad == 0 a, — —— 1 
Hosking were Alfred E. Hodshon| York. Monthlies 1Utah Farmer ........ 7.7 6,816 8.1 6,137 4,422 6,214 
ane CMModshon Pecan gr oom —__—_ Americal Poultry Jour- Western Farm Life... 12.6 9,863 10.8 8467 7,631 7,071 

r. Hodshon joined the Stetson nal: . —<s whan Gak aden Daan Gn 

. : : ‘ “7 — Elliott i in New Post Eastern Edition ..... 48.0 20,581 40.2 17,260 7,835 6,029 Total Group ....... 96.7 77,312 69.8 76,820 71,017 72,095 
company in 1939, and is now in | Central Edition 33.0 14,147 27.0 11,589 6,583 5,038 
charge of research and develop- Clinton Elliott, formerly vice-| Western Edition .... 23.9 10,266 19.2 8,248 5,427 4,511] Bl-Weeklles—December 
ment. Mr. Kaeshaefer has been | president of Bermingham, Castle- om ee eee ee =; rete * : a ye oes aoe eee ulturist. 13 ; 10,119 14.0 10,223 8,916 8,783 

‘ ; nr see aan od ee he ee etter Fruit ......... sf 2,0 696 2, 696 | Arizona Farmer -.. 15.3 11,589 15.9 11,979 555 943 
with Stetson as stylist since 1905, | man & Pierce, New Yor k, has be €N | Breeders Gazette ..... 137 6150 124 6024 3.058 4,581] California Cultivator. 15.4 11654 16.4 11.661 +h 265 ie + 
and will continue his duties in the | named president of Sponsored Radio | California Citrograph.. 13.7 9,217 11.3 7,591 9,217 7,691 | Dakota Farmer 9.9 7,645 11.7 9,062 7.575 8,99 
merchandise department. Programs, New York. Capper’s Farmer ..... 17.6 11,977 17.1 11,610 10,723 10,424] Farmer, The . 

| *Carolina Co-Operator, 17.7 3,220 10.3 4,340 3,220 4,340 §General Edition 10,2 7,983 12.6 9,877 7,308 9,507 
Country Gentleman ... 35.3 24,004 24.7 16,770 22, 14,790 Local Edition 12.6 9,773 14.8 11,579 9,056 11,209 
*Electricity on The Idaho Farmer 12.0 9,031 11.7 8,814 9,031 8,814 
I oe eee am, 2.377 7.5 2,677 2,377 2,677 | Kansas Farmer 8.1 6,119 8.6 6,563 5.033 6,635 
Farm and Ranch...... 16.8 12,726 18.6 14,052 10,378 12,607] Michigan Farmer 12.7 9.715 11.2 8568 8.800 7.716 
Farm Journal & Missouri Ruralist B. 5 4,174 7.5 5,660 3,319 6,084 
Farmer's Wife . 29.1 29 12,481 10,607 11,022] Nebraska Farmer 2.0 8,737 12.6 9,159 8,017 8,568 
*Florida Grower Mag... 8.7 9.2 6,268 5,948 6,268 | $Average Four Editions 4. 6 60 3.5 9.795 9 "O47 
10,604 1 ,795 = 9,302 = 9,047 
— rf Parmer ..... 11.8 9.8 4,425 §,325 4,425 | New England Home- P 
7 | Idaho Granger jae PEON | bvOk ds beteuece 13.1 9,187 10.7 7,454 7,664 6,88 
. | *Kentucky Farmers’ Ohio Farmer 12.2 9,416 10.9 8.354 8,6 864 
Home Journal 11.4 8.963 11.1 8,689 8,103 8,204 | Oregon Farmer 12.2 9,231 ‘ i . . 
en you uy y = | *Michigan Farm News s 1,652 1.7 1.356 1,652 3,355 | Pacifie Rural Press 
| *National Livestock Northern Edition 1.2 16,016 20.6 5,57 14,449 13,99 
% | - Producer eee ; 5.0 3,631 4.4 208 3,631 3,208 Southern Edition 21.8 16,096 19.2 14.509 14,197 12.9 
New Jersey Farm & §Both Editions » BS 13,586 17.5 13,199 12,019 11,708 
| Garden mes |} Pennsylvania Farmer... 12.1 9,32 11.5 8,808 8,324 8,1 
*Ohio Farm Bureau | Prairie Farmer: 
a-, 8.5 3,804 11.5 5,189 3,784 5,109 Ill. & Ind. EKditions. 11.4 8,300 11.1 8,104 8,089 7,92: 
‘ | Poultry Tribune Rural New Yorker 11.2 8,797 12.5 9,788 6.565 7,68 
Eastern Edition 63.2 2801 47.9 20,553 9,443 7.877 | Wallaces’ Farmer 13.9 10,901 14.5 11.366 8.788 q 
; Central Edition 37.1 15,899 31.8 13,628 8,395 7,012 | Washington Farmer. 12.3 9,265 2.9 9,773 9,265 9,773 
Western Edition 20.8 13,202 23.5 10,066 7,685 6,372 | Wisconsin Agriculturist 8.3 6,483 10.3 8,100 6,413 8, 
| Pacific Edition . 81.2 13,377 23.8 10,206 7,807 6,461 *Washington Grange ; 
—_— In all 4 Editions... 25.8 11.064 21.5 9.200 7.272 6,042 OER 55 csvaunsKas 14.6 15,806 12.6 13,704 15,806 13,704 
| Progressive Farmer: - » « incites: aan om 
€ Carolina-Va, Edition, 19.9 14,457 20.2 14,728 13,383 13,998 Total Group 281.2 217,374 270.2 208,804 190,776 193.09 
BD . a | Georgia-Ala, Edition. 19.5 14,165 19.9 14,449 13,200 13,688 
A s 4 © | M Pp LE T — P R ACTIC A L Kentucky-Tenn. Ed.. 18.5 13.461 18.4 13,408 12,430 12,661 Weshiles-Sesember 
’ rd ' | Mississippi-La.-Ark. 2Capper’s Weekly 5.517 > ear eo 
Edition .. , 18.0 13,124 19.7 14,356 12,320 13,728], )5es Sere tee = tae le ee 
~ , ’ oe . p. \ ®Dairymen'’s League 
te. Texas Edition ...... 18.3 13.335 19.0 18,824 12,513 13,003 “add 7 - sii _ 
MERCHANDISING SERVICE | §In all Editions... 15.9 11,572 15.8 11,493 10,957 11,010 Pm ae wl Sansas City 8 $.06¢ 2.6 1,767 es 
$Average & Editions. 18.8 13,708 19.4 14,153 12,769 13,416] ‘gta. Missourt Edition 3.6 8.939 29 7,072 98,424 
Southern Agriculturist. 12.0 8,405 2.4 8,710 7.590 142 asin oe can r -Gition 9.6 heat 2.9 7,072 42 
Southern Planter .... 18.56 12,964 18.5 12,929 12,027 12,072 " — 7 75 4186 rarT 
RETAIL STORE DISPLAY Successful Farming .. 28.6 12,871 26.6 11.624 11,643 10,239] 7°%*! Group ....... ie we See ee 2 
p 4 Total Group ....... 602.2 326,580 550.8 203,853 250,262 241,129 Leer nie geared 
Chicago Daily Drovers 
ermanent stands in 130 retail outlets for use of WCAE senithtienaitiapeminen se ae pees 06.9 Saeet sneee - 
advertisers. Exclusive display—minimum of 2 weeks. | american Fruit Grower 10.2 4.576 12.4 5,600 4,676 5,600 | Kansas City Daily ; 
Arkanse Farme 6.2 4,684 3.6 2,695 4,417 2,688 rovers Telegram 14.6 1,156 12.7 26,960 23,450 
Wreminn iieckane n . 2.738 24 = Daily Journal 17 7.604 16.6 26 99 &EO { 
PASTROP cc atccceecses 3.1 2,735 2.9 2,62 2,73 2,427 Stockman oT 7.7 37,6 5 35,362 29,55 4 
a a ‘ e > = —_ om St. Louis Daily Live 
PERSONAL CALLS ON DEALERS dati damit eansvas het koh Ee ee ee eee ee 
Anything from a one-day survey to a full week of in- Semi-Monthlies—December Total Grous cau Gauen Sak Sakeue aouen - 
c « ~ c * - 
= ° California Grange News .. . aT re oo ae <2 2 
tensive merchandising among retailers and wholesalers. Farmer-Stockman =... 11.1 8,398 16.0 12,100 8,108 11,587 ee eee SS Cems 
Hoard’s Dairyman 17.0 12.245 15.0 10,887 10,798 9,736 10ne issue both years. 
Indiana Farmers Guide 8.7 6,840 7.1 5,544 6,840 5,544 “Four issues both years 
Missouri Farmer ....-. 15.6 12,149 13.0 10,157 12,149 10,101 *Five issues both years 
Montana Farmer 12.8 9.665 13.8 10,452 8,933 9,766 ‘Five tssues 1941; four issues 1940; all others tw es 
Oren trange both years. 
; Tey, >~ STEADY NEWSPAPER PROMOTION Oregon Grange sg tn256 12.0 13,076 12,296 18,0761 ENot included in total 


Out of these and many other 


30 inch advertisement, or larger, daily and Sunday 
promoting WCAE programs and sponsors. 


special services available (22 in all) a 


full-fledged merchandising program can be arranged and executed, 


The KATZ Agency 


New York Chicago Detroit 


CA 


MUTUAL 


Atlanta 


- National Representatives 


Kansas City San Francisco Dallas 


PITTSBURGH, PA. 
5000 Watts - 


BROADCASTING 


1250 K. C. 
SYSTEM 


American Red Cross 
Names Advertising Group 


The American Red Cross has ap- 
pointed a national advisory com- 
mittee on advertising, made up of 
representatives of all advertising 
interests, to act throughout the war 
as counsel in advertising matters. 

Membership of the committee is 
as follows: chairman, C. D. Newell, 
| president, Newell - Emmett Com- 
pany; outdoor, Frank Hopkins, 
president, National Outdoor Ad- 
vertising Bureau; radio, Neville 
Miller, president, National Associa- 
tion of Broadcasters; motion pic- 
tures, Francis Harmon, vice-chair- 


i|man, Committee on War Activities 
‘for the Motion Picture Industry; na- 


tional magazines, W. H. Eaton, pub- 
lisher, American Home; farm 
papers, Graham Patterson, presi- 
dent, Farm Journal. 

Advertisers and advisory, P. L. 
Thomson, president, Audit Bureau 
of Circulations, and public rela- 
tions director, Western Electric 
Company; Advertising Agencies 
Planning and Operation: Bruce 
Barton, chairman of board, Batten, 


Barton, Durstine & Osborn; "@y- 
mond Rubicam, chairman execul've 
committee, Young & Rubicam: Gil- 
bert Kinney, vice-president and 
treasurer, J. Walter Thompsom 
Company; B. B. Geyer, president, 
Geyer, Cornell & Newell; Harr'so” 
Atwood, vice - president, McCann 
Erickson; H. A. Batten, presiden’ 
N. W. Ayer & Son; Arthur Kucne’, 
president, Arthur Kudner, In 


we 


TESTING? 


Reach a big chunk of 
ILLINOIS ...do your testing 
‘thru the DECATUR station, 


250 W. 1340, Full Time 
Sears & Ayer, Kept» 
Local help sive" 
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Advertising in the Test Stage 


Simon & Schuster 
to Test Copy for 
War Business Book 


New York, Jan. 15.—Following up 
frst promotion efforts which were 
interrupted by the outbreak of war, 
Simon & Schuster this week re- 
sumed its test campaign for “How 
Your Business Can Help Win the 
War,” presenting information con- 
tained in the November issue of 
Mill and Factory in book form. 

Behind this promotion is another 
story of radical changes made 
necessary by the sudden outbreak 
of war. With the assistance of 
editor Hartley W. Barclay and other 
members of the Mill and Factory 
staff, Simon & Schuster rearranged 
the business paper issue and en- 
larged it to contain about 25 per 
cent new material. Designed to 
consolidate vital information for 
business men who sought a part in 
the defense program, the book was 
entitled “How to Get Defense Busi- 
ness” and a test camnaign was 
launched late in Noven.oer. One 
advertisement appeared in the New 
York Times and another on the back 
cover of Financial World. 


Revises Manuscript 


The first manuscript had been | 
completed and the first galley proofs | 
prepared when the Japanese attack | 
on Pearl Harbor gave the book an| 
entirely new significance and ren-| 
dered obsolete its title, along with | 
copy emphasizing preparation for | 
war. In addition to changing the} 
title and adding new facts to bring 
the book up to date, Simon & | 
Schuster also revised the material | 
in accordance with suggestions from | 
ndividuals who responded to the 
first promotion. 

Prepared by Donald 
Schwab & Beatty, the publisher's 
agency, the first test ad for the 
book under its new name appeared 
in the New York Times Jan. 12. 
Seven-column copy emphasized that 
the book aims to show business men | 
“what the government wants to buy 

how to bid—how to get contracts 
and sub-contracts for government 
orders” and “how to save time and 
money, and cut red tape in contact- 
ing government offices.” | 

The book is scheduled for promo- | 
tion in magazines and other New. 
York newspapers, following the 
reaction to this week’s insertion. 


200 


ovnaAMIc 
SUBJECTS 


Brown, of 


| 


STOCK PHOTOS 
KAUFMANN FABRY 


425 S.WARASH AVE. CHICAGO 


STARTS CAMPAIGN 


00 YOU BLAME THESE 


Th 


All 8 Factors of the wondertal 


Vitamin B Complex 


With this 1,175-line ad in newspapers, 
plus radio promotion, Anacin Co. 
launches a drive for its new Vitamin B 
Complex tablet. William Douglas Mc- 
Adams directs the account. 


“68 


Anacin Launches 
Vitamin B Tablet 
Promotion Drive 


New York, Jan. 14.—A test cam- 
paign for Benefax, Anacin Com- 
pany’s new Vitamin B Complex tab- 
let, has been launched in 


news- | 


papers and radio in Rochester, N. Y., | 


Hartford, Conn., and 


Indianapo)‘s. | 


William Douglas McAdams has been | 


appointed 
drive. 

Featuring “great, new discoveries 
about the Vitamin B Complex,” 
1,175-line ads appearing weekly in 
the three markets recommend daily 
use of Benefax as a supplement to 
regular diets. Price of the tablets 
is set at 54 cents for 50, and 89 
cents for the 100-tablet package. 

Spot announcements in the three 
cities round out the initial promo- 
tion push. 


TRIES RADIO SERIES 
Cincinnati, O., Jan. 15. Streit- 
mann Biscuit Company has 
launched a new radio program on 
behalf of Zesta crackers, heard 
Monday, Wednesday and Friday 
afternoons over Station WCKY. The 
program, “These Children of Ours,” 
features talks by Nancy Prentice, 
child educator, writer and lecturer. 
Stockton, West, Burkhart, Inc., 
Cincinnati, is the agency. 


BUTLER TESTS COPY 
PROMOTING LUMBER 

New York, Jan. 15.—Local news- 
paper copy is being tested by R. J. 
Butler & Bro., Inc., New York 
lumber and millwork organization, 
pointing out to 
suffering from metal priorities that 
the company is prepared to prepare 


agency to handle the 


lumber to specific requirements 
wherever it can be substituted for 
metals. 


Copy for this advertising contri- 


/bution to wartime economy is being 


prepared by Dundes & Frank, New 
York agency. 


CLEO COLA ON RADIO 

San Francisco, Jan. 14.—Yosemite 
Beverage Company, maker of Cleo 
Cola, has started a 13-week radio 


spots. This marks the first time the 
company has employed radio in a 
test campaign, using Stations KJBS 
and KYA, San Francisco. Other 
coast stations may be added later 
if the program is pronounced a suc- 
cess. 


Lord & Thomas directs the ac- 
count. 
Advances Bourland 

Roger Bourland has been ap- 


pointed sales promotion director of 
Mutual Life Insurance Company, 
New York. 


manufacturers 


| 
| 


Resources Board 


| Referring to a not -imprabable 
| boom, the report said: “If the war 
+ 
Predicts Vast 
Post-War Boom 


lasts several years, we may have 
Washington, D. C., Jan. 15.—A 


| at the end of the war sufficient 
accumulated shortages in residen- 
tial housing, in durable consumers’ 
| goods such as automobiles, and in 
the plant and equipment to supply 
| peacetime consumption demands, to 
give us a vigorous private invest- 
post-war boom in which peacetime | 
production of goods would be at a/| 
rate of $105,000,000,000-$110,000,-| “Indeed, we need to be on the 
000,000 annually was pictured as | alert to prevent a possible post-war 
probable by the National Resources | inflation. If, in fact, we do expe- 
Planning Board in its annual report |rience a _ strong post-war boom, 
submitted to Congress this week. | there is, however, the gravest dan- 


— boom. 
Posing, by inference, a tremen- 'ger that it will lull us to sleep.” 


Will Maintain Prosperity 


dous task and opportunity for| The board added that “appropri- 
advertising and the distribution ate action” could prevent a collapse. 
system as a whole, the report “We can, if we will, maintain 
asserted that the war's end should business prosperity,” it said, “we 


an sustain ac z é 

find our product resources at the |¢ in sust ain a continuing demand for 
oi Pheae nips -| goods. We can keep industry going 

greatest peak in history. Not only : = - 

eee 5 sang e jat high levels. We can maintain 

more machines but also more skilled |", | ; # 

: , a {substantially full employment. 

labor will be available. 


The board even pictured a speedy 
transition to peacetime pursuits in| yz; . | 
those consumers’ durable goods Joins F. A. Smith 
industries severely curtailed by| Harry D’Almaine, formerly man- | 
war. The report forecast that “we |}ager of business research, Irvington | 

. ares , Varnish & Insulator Company, Irv- 
shall be able very quickly, with our | ; cn . Ae 
large basic machine - producing ington, N. J., has been named gen- 


. : }eral manager of the electric motor | 
industries, to expand to meet the | division of F. A. Smith Mfg. Com- 


peacetime requirements.” ‘pany, Rochester, N. Y. 


CBS Short Wave Series 
To Latin America 


Columbia Broadcasting System 
has launched a series of 20 short 
wave programs to Latin America 
over Stations WCRC and WCBX, 
New York, The broadcasts origi- 
nate from the Latin American Fair 
in Macy’s, New York department 
store, and will be heard daily ex- 
cept Sundays from 4:45 to 5 p. m., 
EST, until Feb. 7. 

Macy’s Latin American Fair oc- 
cupies 60,000 feet of floor space and 
consists of a large assortment of 
merchandise and produce from 
neighboring American republics. 


CALIFORNIA — 


“o> BEET SUGAR State No. 1 
+ First in beet production 
(2,802,600 tons) 
First in yield per acre 
(16.2 tons) 
| First in income per grower 
(Average $7,713.00) 


(U, S. Census 1940 & Federal- 
State Marketing Service) 
| PACIFIC RURAL PRESS—Cali- 


| fornia’s oldest and largest farm 
paper—covers this rich farm mar- 
ket most intensively. It publishes 
the most editorial on sugar beet 
culture and the most market in- 
formation of any California farm 
paper. 

It is read by almost every sugar 
beet grower and carries the most 
linage for cultivating, and har- 
vesting machinery and equipment. 


To influence the prosperous grow- 
ers of this important crop most 
economically, use the PACIFIC 
RURAL PRESS. 


Rainbow Around Its Shoulder 


The Market with the 


Says THOMAS H. BECK 


President 


The Crowell-Collier Publishing Company 


problem, 


advertising firn 


the advertising 


for their 


} 


|drive using one-minute transcribed | 


| 


| 


ats 
Those 


additional copie 


ORDER Cory NOW 
Postpaid $199 


paid. 
or more. 


1AM ORDERING ENOUGH COPIES OF 
JIM YOUNGS BOOK 70 GIVE ONE T0 EACH 
OF OUR REPRESENTATIVES FOR CAREFUL 
AND THOUGHTFUL READING 


executives 


who buy 


tion is exhauste 


If you're in the advertising, merchandising 
or other creative departments of business 
you will appreciate the new and exciting 
viewpoint with which “A Technique for 
Producing Ideas” approaches your primary 
James W. Young has been for 
thirty years one 


of the brightest stars in the 


1ament. His clear thinking, 


his brilliant advertising and merchandising 
campaigns and his constant study of success- 
ful methods have carried him to the top of 


ladder. In this book he dis- 


closes his technique for developing new 
ideas, ideas that work in advertising, sales 
and merchandising. 


Many other companies have ordered copies 


and representatives. 
almost invariably order 


+s for friends and associates. 


Be sure to get yours before the limited edi- 


d. The price is $1.00 post- 


Five per cent discount for 5 copies 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


100 E. OHIO STREET 


CHICAGO, ILL. 
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P&G to Sponsor 
lvory Soap Time; 
Watkins Renews 


New York, Jan. 14—A _ new} 
comic variety show for Ivory soap, 
“Hap Hazard,” will be launched by 
Procter & Gamble over 65 CBS sta- | 
tions starting Jan. 23. Starring} 
Ransom Sherman as “Hap Hazard,” 
the program will be heard Fridays 
from 10 to 10:30 p.m., EST, and will 
feature Gordon Jenkins’ orchestra 
with Martha Tilton. Compton Ad- 
vertising is the agency. 

R. L. Watkins Company has re- 
newed “Manhattan Merry-Go- 
Round” over the NBC-Red network 
for another year, as of Feb. 1. Aired 
Sunday evenings from 9 to 9:30 
p.m., EST, the program is heard 
over 38 stations for Dr. Lyons tooth- 
paste, through Blackett-Sample- 
Hummert. 

Sterling Products has renewed 
two daytime dramatic serials on the 
Blue Network. They are “Amanda 
of Honeymoon Hill,” sponsored by 
Charles H. Phillips Company for 
Phillips Milk of Magnesia, and 
“Orphans of Divorce,” sponsored 
by R. L. Watkins Company for Dr. 
Lyons toothpaste. “Amanda ot 
“Honeymoon Hill” is heard Mon- 
days through Friday, 3:15 to 3:30 
p.m., EST, and “Orphans of Di- 
vorce” is aired at 3 to %:15 p.m., 
EST, on the same days. Blackett- 
Sample-Hummert is the agency. 

Renews Silver Theater 

International Silver Company has 
renewed “Silver Theater” on 32 
stations of the Canadian Broadcast- 


ing Corporation. On the air Sun- 
days from 6 to 6:30 p.m., EST, this 


MAILING SERVICE 


Multigraphing — Filling-in 
Addressing —Mimeographing 


THE LETTER SHOP, Inc. 


440 8. Dearborn St. Wabash 8655 


DAY JOINS B & B 


William Day, who resigned in mid-No- 
vember after many years as vice-presi- 
dent in charge of copy and art at J. 
Walter Thompson Co., has joined Benton 


& Bowles, New York, as head of the 
agency's creative planning board. 


program is also broadcast over 56 
Columbia Broadcasting System sta- 
tions, with Conrad Nagel as narra- 


tor-director of the show. The ac- 
count is directed by Young & 
Rubicam. 

Chrysler Sales Corporation has 
cut down Major Bowes’ “Original 
Amateur Hour” to a half-hour, ef- 
fective Jan. 22. Now heard Thurs- 
day evenings from 9 to 10 p.m., 
EST, over CBS, the new broadcast 
period will be 9 to 9:30 p.m. on the 


sta- 
to 61. 
Ryan is the agency. 


same evening. The number otf 
tions will also be cut from 81 
Ruthrauff & 


General Mills, Inc., has launched 
a new program, “Family Party,” on 
the Red network of the National 


Broadcasting Company. An institu- 
tional variety offering, the show will 
be aired Saturday from 10 to 10:30 
EST. Blackett-Sample-Hum- 
mert is the agency. 

Six 
grams 


a.m., 


have renewed 


NBC-Red 


sponsors 


the 


pro- 


on network. 


In Kansas City KCMO 1s the “buy” 


Why? 


1 TELL YOU J.B. WE GOTTA 
GET ACTION - AND WE'LL GET 
it on station KCMO! 


= ie: 


Because KCMO has the audience—an 


audience that is getting bigger and bigger. And 


although it is now a basic blue station there's no 


increase in rates. 


Wire or write for details about 


the time that's available and the merchandising 


service that goes with it. 


John E. Pearson 
Representative 


Basic Blue Network 


YOUR DIAL 


Bayer Company, effective Feb. 1, 
has renewed “American Album of 
Familiar Music,” aired Sunday from 
9:30 to 10 p.m., EST, over 68 sta- 
tions. Blackett-Sample-Hummert is 
the agency. 

Babbitt Renews 

Effective Feb. 16, B. T. Babbitt, 
Inc., has renewed “David Harum” 
and added seven stations, making a 
total of 52. The program is heard 
daily for Bab-O and Lycons from 
11:45 to 12 noon, EST, through 
| Maxon. 
| Cummer Products Company, for 
|Molle, has renewed “Battle of the 
Sexes,” effective Jan. 27. The audi- 
ence participation show is broadcast 
Tuesday from 9 to 9:30 p.m., EST, 
lon 57 stations. Young & Rubicam 
|handles the account. 
| Lewis Howe Company, 
Jan. 20, has renewed “Treasure 
Chest,” musical quiz show heard 
Tuesday from 8:30 to 9 p.m., EST, | 
lover 68 stations. Stack-Goble Ad- 
|vertising Agency handles the ac- 
count. 

Philip Morris & Co. has renewed 
“Johnnie Presents” effective Jan. 27. 
The show is heard Tuesday from 8 
to 8:30 p.m., EST, over 98 stations. 
The company has also added eight 
outlets, making a total of 100, to 
the station lineup for the same pro- 
gram on the Columbia Broadcasting 
System where it is aired Friday 
from 9 to 9:30 p.m., EST, and six 
outlets, making a total of 74 CBS 
stations, to the lineup for “Crime 
Doctor,” heard Sunday from 8:30 to 


effective 


8:55 p.m. 3iow Company is the 
Philip Morris agency. 

Celanese Corporation has added 
{six stations, making a total of 57, 


to the CBS lineup for “Great Mo- 
ments in Music,” to be launched this 
week through Young & Rubicam. 
Another increase in CBS station 
lineup has been made by Pet Milk 
Sales Corporation which has added 
nine stations making a total of 73, 
effective Jan. 20, for “Mary Lee 
Taylor.” Gardner Advertising 
| Agency is in charge 


North American 
Insurance to Use 
Progress Theme 


Philadelphia, Jan. 15. The In- 
surance Company of North America 
will inaugurate its 150th year of 
business in 1942 with a national 
magazine advertising campaign 
whose theme will reflect the prog- 
ress of the company as an inherent 
part of the progress of America. 

The series of ads will show that 
without insurance the development 
of industrial America would have 
been impossible; shipping and com- 
merce would have been stifled and 
there would have been no safety to 
encourage the investing of much 
needed capital. The copy will 
illustrated with paintings by Lyle 
Justice. 

Full pages will be used in Life, 
Newsweek, The Saturday Evening 
Post, Time and United States News, 
the Post copy being in four colors 
Each advertisement will display the 
slogan: “No force can stop the prog- 
ress of our country.” Geare-Mars- 
ton, Ine., Philadelphia, is the 
agency. 


be 


Reveal Liquor Sales 


Pennsylvania liquor control board 
has listed sales for 1941, exclusive 
of the state’s 10 per cent liquor 
sale tax, at $97,942,434, an increase 
of $14,000,000 over the previous 
year. Price increases accounted fo1 
' most of the boost, it was said. Com- 
panies selling liquor through the 
state stores have been asked to sub- 
mit quotations on proposed new 
prices for review before they go 
into effect 


To “New York Post” 


Frank A. McAlonen, formerly di- 


rector of merchandising with the 
Rodney Boone Organization, New 
York, has joined the advertising 


staff of the New York Post. 


Catalog Prices Up 

Prices in the new spring catalog 
of the Chicago Mail Order Com- 
pany, just released, show increases 
varying from 5 to 26 per cent. 


——vr 


The rates for this department are as follows: 


“Help Wanted,” “Positions 
“Representatives Available,” 
cash with order. 


Wanted,” 
30 cents a line, minimum charge $1. 


“Representatives Wanted,” and 


Tern ~ 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in, 


$4.75 per inch. 


HELP WANTED 
OPENINGS for Artists-Copywriters- 
Space Salesmen-Advertising Man- 
agers-Editors-Statisticians-Sales «& 
Credit Correspondents-Accountants- 
Bookkeepers - Secretaries-Stenograph- 
ers-Typists-Receptionists-Switchboard 
-Comptometer-Billing-Dictaphone-led- 
iphone-Teletype Operators - Office 
Boys-File & Record Clerks Hixhest 
salaries paid in these positions for 
both men and women 
Call Miss Fellows, Mr 
Shawd 

COMMERCIAL PERSONNEL 
STATE 4208 
G4 bh. Lake st, 


Mr 


Kramer or 


Chicage, U1, 
BUSINESS OPPORTUNITIES 
MAGAZINE WANTED 


Want to buy trade or business mag- 
azine. Must stand inspection by ex- 
perienced publisher Maxazine pub- 


lished in 


Kast preferred 
Box 3582, 


ADVERTISING AGI, N. Y. 
PUBLICATION 
WANTED 


up to $100,000 cash for all 


Will invest 


or half interest in established busi- 
hess 
Box 35838, ADVERTISING AGE, Chro 
POSITIONS WANTED 
ADVERTISING MANAGER OR 
ASSISTANT 
To pinch hit for drafted ad man, full 
or part time, lo vears experience with 
manufacturers retailers arkeney 
Knows manufacturer's problems at 
point of sale Ave 38, married, child 
Now doing free lance work 
Box 3584, ADVERTISING AGE, Chro 
ART DIRNCTOR—LAYVOLT WAN 
experienced creative man on rough 
and comprehensive layouts familiar 
With type and prod. on all types of 
tects Als« experienced in lithow- 
raph Moderate salary Will leave 
City 


| 


POSITIONS WANTED 
Iliustrator seeking opportunity. | 
perienced, single, draft) exempt 
sonable salary—also roughs 
Box 3590, ADVERTISING AGE, C1} 
Advertising assistant; agency, mer. 
chandising experience; copy, lay: 
production; rado; college; draft 
ferred 
Box 3587 
Young 
desires 
exp. in 


A\- 


ADVERTISING 


28 


AGE, N 
man versatile, creat 
advertising connection 
Feeling-Sensing-Tasting 

Box 3586, ADVERTISING AGE, N 
Young woman—15 years publishing; 
advertising production; editor 


makeup; lay-out complete magazi 
some creative work; secretarial 

tox SOSS, ADVERTISING AGE, N 
Box 3589, ADVERTISING AGE, Ch; 


Layout man with agency experience 
seeking opportunity. Moderate salar 
Box 3579, ADVERTISING AGE, C1 
REPRESENTATIVE: AVAILABLE 
Competent and Experienced 


Representative Available. 
Western representative for large 


cern selling space in newspapers ; 
magazines with excellent sales recs 
und references desire to repre 


well established magazine in Midd 


Oil Industry's War 


Role Described in 
Atlantic Campaign 


Philadelphia, Jan. 15.—The vital 
role of the oil industry in wartime, 
both on the fighting and the home 
front, is featured in a new series of 
advertisements for Atlantic Refin- 
ing Company which broke this week 
in 50 newspapers along the Atlantic 
Seaboard. 

The initial advertisement, 1,500 
lines, is headlined “Oil Will Help 
Win The War!” Copy points to the 
immense demand for petroleum 
products and strikes this heartening 
note: “Fortunately, our country and 
our Allies control or have access to 


more than 95 per cent of all the 
available oil in the world.” Con- 
sumers are reassured that home 


supply needs will be supplied to the 
limit of the industry's ability. 


Services to Get “Cream” 


The armed will get the 
“cream” of oil supplies, the adver- 
tisement asserts, but “giving the 
‘cream’ of our supplies to the 
war effort also means making gaso- 


services 


oil 


line for regular use at the same 
time. Because for every gallon of 
100-octane gasoline made, there 


must be produced from 5 to 16 gal- 


lons of automobile fuel from the 
same basic stocks = SCHEDULES 
The advertisements are designed |Tells the Who-Where-When & How Much 
to inform the public of the indus- of Business Paper Advertising 
tryv’s contributions to the victory ’ 135-21 Union Tapk 
; J ® ’ 
drive, rather than Atlantic's alone, BRAD VERN'S REPORT FLUSHING 6 


West or place on staff 10 yvre 
1) yt at present position, excells 
health, Christian, married, well 
cuted and full of ideas and “pep 
Box 3585, ADVERTISING AGH, Chg 
MISCELLANEOUS 
Periodical Printing 
Berinning with the first of the ve 
we are equipped to handle a mag 
zine or periodical printing job at 
Pourhkeepsie plant Hoe Press, Sa 
urday Evening Post size, using new 
print Address inquiries to Americ 
Agrriculturist Printing Plant Poul 
keepsie, New York, Attention -FRI 
W. OHM 
so the only instance in which the 


sponsor is mentioned is in the sig- 
nature. The ads will appear weekly 
hereafter in 840-line space. N. VW 
Ayer & Son is the agency. 


Taylor to OPM Post 

George G. Taylor, vice-president 
of Doyle, Kitchen & McCormick. 
New York, has been granted a leave 
of absence to become senior indus- 
trial analyst in the chemical section 
of the OPM bureau of research and 
statistics. 


Elect Luther Lau 


Luther Lau, advertising manag 
of the Enterprise and Journal, Beau- 
mont, Tex., was elected president 
of the Texas Newspaper Advert 
ing Managers Association at the 
Fort Worth meeting recently, su 
ceeding Jerry Parrick, Waco News- 
Tribune and Times-Herald. 


Keeler Named Manager 

H. L. Keeler has been appointed 
Los Angeles manager of Duncan A 
Scott & Co., succeeding Philip A 
Bissell, who has been called 0 
the Navy Mr. Keeler, form: 
with Western Construction N 
nd the Pacific Coast editior 
Wall Street Journal, joined tne 
igency’s Angeles office 
Sept. 1 


Los 


RECONSTRUCTED ADVERTISING 
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NRDGA Upholds 
Fashion Appeal 
in Wartime Copy 


Continued from Page 1) 


ordinarily be used for new automo- 
piles or refrigerators will provide 
ready-to-wear departments with a 
ferti field for promotion oppor- 
tunities. 


The question of fashion advertis- 
ing was one of the few discussed 
py the association’s 3lst annual con- 


yention upon which any degree of 
agreement could be reached. An 
interesting commentary on the at- 
mosphere of this year’s meeting was 
the preponderance of impromptu 
talk Lively discussions dealing 
with advertising budgets, costs, in- 
stitutional copy and consumer de- 
mand revealed almost as many 
divergent opinions as there were 
speakers. Most members reflected 
the view that with the retail mer- 


chandising picture changing almost 
daily, developments can hardly be 
forecast with any degree of accu- 
racy. The best a retailer can hope 
for today is to plan normally, but 
be in such a position as to be ready 
to move in any direction if neces- 
sary. Generally speaking, however, 
the convention radiated a spirit of 
optimism. The country’s increased 
purchasing power and the fact that 
there will still be merchandise 
available, even though of a different 
type than formerly, was considered 
a highly encouraging factor. 


To Boost Promotion 


Several stores from different sec- 
tions of the country reported that 


their fashion business has never 
been better and emphatically de- 
clared their intention to increase, 
rather than curtail, promotion in 
these departments. London at the 
end of 1940, after the initial Nazi 
air blitz had been weathered, was 


pointed to as an accurate index to 
feminine psychology and reactions 
under stress of war. For a time 


GOEBEL COMES TO THE AUTO DEALERS' AID 


AN IMMEDIATE 
BUSINESS OPPORTUNITY 


For a Few Responsible Automobile Dealers 


— teaches +c ennee 
are tehelys te cm 


duration” } 


eoterpeesine automebebe 
fealers be all party of the country are 
~erhking nee baste appertanitios tn 


nem elds af activity 


thes are on the beokeut fer some 
means of supplementing ther sense, 


teed car aired arcessors basiness 


lo a few responsible dealers in se 


otters. the Carehel Brew ing 


tompany be able ta offer cach an ap 
@ disterbuter Craneheee 
Natronal Beer 


preertogmets 

for “Meehan. 

This May Be the Answer You 
Are Looking For 

Be betirse 


partrcnlerls attractive tt 


thas perc shel prove 
ae 
avtotebile dealers at this thm 


fee eee fe asertes 


A Fine Product--A Solid 
Successful Business 


fowhel & recatnired a¢ ane af the 


trent spectacular herr ner 


ee ta 
copeal. Vrodwet of a lone establohed 
and faneially solid company. ot em 
jerv treads matical dest ribetran wn 
territories whieh areount for TO", 


of the counter + population 


Fonlas, oehet is prataehty the fastest 
growing bottled beer brand to 
America Tt is consitentl advertiod 
m Callies Weekly. and in metre 


peliten weespapers Hoe represented 


wn the field by «4 trons. eager 

disterbuter and sales organiuamtion 

Good Distributors Needed-- 
for Growing Votume 


Venth by month, beoebel quality. taste 


wird auitermuts 


urete 


Aud expu 


created the meed Cor a lested mente r 


He te pre teages Fitter thet the 
sorbed 


capper tieneeats 
bik dealers 
of the workd, Metre 


free the 


+ fall understanding of t+ deals «i 


up. sales prevedare and predioa- 


te fact the pereamel of ony 
chandising depar 
arvret many *rare 


wo thing sted sersicung of arsienmedile » 
if You Are Interested--Write Us 


1 yee are veterested i the teen 


~ oppor jo eatet lensed 


here. we will wel @ better of re 
query fren van 
Srey give w beet scsssvnnes cof seo 


verte wohl Lawt sear 
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te wall eoabde thea te er beet rene 
wheeh thes 


sd storage -pare abreatls 


have av aitalele 


tt weed met beterters 
weed car or service 
sred ot cbaeenabed gorces tebe 
tbele « mnegebees ravevet Fone a gtreee 


ertoes eof tard sale srr 


dasteomocnber le 


fied that 4 Cretel 


ane « bewkene oF other Hoan iat of 
cronies AD ear 
bearedbee! te steie 


dee tere itertes thet 


dealers will 
Misty itetear trips , 
s 


= GOEBEL 


MICHIGAN'S Valonal Bttn 


With this full-page copy in the Jan. 12 Automotive News, Goebel Brewing Co.., 

Detroit, suggests one solution of the wartime crisis raised among auto dealers— 

augmenting their business by distributing Goebel beer. The offer (reported in 
Advertising Age Jan. 12) created widespread interest in the field. 


utilitarian uniforms were worn at 
all times, and women in dungarees 
were not an uncommon sight. All 
this was changed, however, as their 
inborn femininity asserted itself and 
they began demanding bright, fresh- 
looking clothes again. In this con- 
nection a representative of Vogue 
reported that with the 


advent of 


LARGEST CIRCULATION IN canon fl HIGH READERSHIP 


UNCROSS 


qinge™® 


U.S pR, 


resentatives 


Uneross those fingers and relax! 
Choose the Star Weekly as your 
basie Canadian advertising me- 
dium and you can forget a good 
deal of your worries. 

You see. when you use the Star 
Weekly vou just can’t be very far 
wrong. Why? ... Because the Star 


Weekly has the largest circulation 


in Canada plus extraordinarily 


hich reader traffic. There just isnt 


anything else that will reach so 
many people in Canada with such 
being seen and 


Star Weekly. 


an assurance of 


read . . . as the 


TAR WEEKLY 


PUBLISHED AT 80 KING ST. W., TORONTO, CANADA 


WARD GRIFFITH COMPANY. 


INC.. IN ALL PRINCIPAL CITIES 


. . te 
Sr a a 
2 oe 


war in England, sales of the British 
Vogue showed tremendous gains 
Another point which came in for 
a good deal of debate was the size 
of advertising budgets in °42 On 
this subject, again, ideas generally 
reflected problems of the individual 
store. The consensus was that “price 
would spend more, while 
other stores would probably spend 
Edward H. Hunvald, 
manager of the Pizitz 
mingnam, anticipated a 20-25 
cent increase in business during 
February and March, and said he 
had planned his ad budget accord- 
ingly. He 
“brave, if 


stores” 
less. sales 
sir- 


per 


store, 


confidence in a 
sometimes 
vertising policy.” 

Declaring that promotion expen- 
ditures for the next six months 
should be governed by each indi- 
vidual store’s problems, James W. 
Hardey, advertising manager of 
Woodward & Lothrop, Washington, 
added that in his own they 
were being revised upward 


\ oiced 


reckless, ad- 


case 


Wells Is Confident 


Since stores will still be faced 
with the necessity of maintaining 
their competitive position, regard- 


less of changing conditions, Alan A 


Wells, advertising manager of Kauf- 
mann Department Store Pitts- 
burgh, said he believed retail ad- 
vertising would be maintained 
generally With the trend toward 
tandardization and simplification 


rapidly gaining momentum, he 
anticipates resultant change in 
copy approach for household items, 
possibly from a “glamor” to a 


“utilitarian” theme. The likelihood 
of more and more retail institutional 
advertising wa noted, Mr 
Well cautioned tore 
going “haywire” on thi 

Kermit T. Slack, advertising 
ager of Ball Store Muncie, 
held that the question of adverti 


also but 
against a 

point 
man- 
Ind . 


ing 


expenditures should depend upon 
what is required to maintain “ade- 
quate” sales promotional represen- 
tation for individual tore To 
each store there is a limit beyond 
which it is undesirable to spend 
money for advertising, he said, and 


many probably already are operat- 
ing on the wrong side of this “point 
of diminishing returns.” These, he 
said, could easily eliminate 
expenditures without 
“adequacy” of 


With 


ome 
sacrificing 
representation 


regard to institutional ad- 


vertising, Mr. Slack declared retail 
stores should use more, provided it 


aided the store’s primary function 
—that of selling merchandise. 
“But,” he added, “we should dili- 


gently guard against that unreason- 
ing desire to be dramatically helpful 
—commendable as that motive may 
be—which may turn us into a mob 
of self-appointed publicity agents 
shooting off ‘institutional’ adver- 
tisements like sky-rockets that serve 
only as waste powder.” 


Schaefer Brewery 
Celebrates Its 
Centennial Year 


New York, Jan. 14. 
Schaefer Brewing Company, 
brating its 100th year in 


cele- 
business, 


will center much of its advertising | 


and promotional 
the anniversary. 

An expanded advertising budget 
has been approved for 1942, includ- 
ing full-page anniversary news- 
paper advertisements, insertions in 
business papers, an anniversary 


material around 


radio show, and prominent mention | 


in other media used by Schaefer. 
Central theme will be “Celebrating 
our 100th year together,” to appear 


in a brochure being sent to all 
Schaefer retailers. The brochure 


outlines anniversary advertising 
plans and invites retailers’ coopera- 
tion On all bottle 


tops and cans 

“Our 100th Year” will be stamped 
The president of the company, 
R. J. Schaefer, who assumed direc- 
tion in 1927, is a grandson of one 


of the brewery’s founders. The com- 
pany been under the manage- 
ment of one family for three gener- 
ations. 


has 


Names Jasper, Lynch 

Charles E. Lane & Co., St. Louis, 
proprietaries, has appointed Jasper, 
Lynch & Fishel, New York, as ad- 
vertising agency 


WOV Adds Landon 


Herbert Landon has been named 
promotion and publicity director of 


Station WOV, New York He for- 
merly conducted his own publicity 
office in New York. 


The F. & M.} 


Coming 
Conventions 


March 4-5. 
ence, American 
sociation, Hotel 
York. 

June 14-18. Annual convention 
of National Association of Retail 
Grocers, Fairmont Hotel, San Fran- 
cisco, 


Marketing confer- 
Management As- 
Roosevelt, New 


Appoints Arbogust 

Cardmaster Company, Chicago, 
has placed its account with Oren 
Arbogust, Chicago. 


CASTLE 
MAKES MOVIES 


CASTLE 
GETS THEM SEEN! « 


Seg a ee aaa ee SZ 
Sea eae aeana = 


CASTLE FILMS 


ee 


HB RCA BLDG. FIELDBLOG RUSSBLDG & 
B NEWYORK CHICAGO SANFRANCISCO 


| 


Just Published—the first complete 
handbook on scientific sign adver- 


tising 


sing 


1 
PAY: 


An authoritative guide for Advertising 
Managers—Space Buyers—Account Exe cu- 
tives—Copy writers — Sales Promotion and 
Merchandising Men — Business Men and 
Artists 


At last—a book which takes the advertis- 
ing sign apart before your eyes and puts 
it together again as a tool for getting better 
‘ t » HOW TO MAKE SIGN 
ADVERTISING PAY, ©) I. ' 


National Sign Asso 


Secretaty-Treasurer of 


Dominance 


DAVID McKAY CO., Dept. 101 
| Washington Square, Philadelphia, Pa. 


ciation Editor of NATIONAL SIGN, 
IOURNAL, explains the psychological and 
physical factor of this powerful but little 
understood medium eye-plane visual 
limits foreshortening zones of visibility, 
the eighty-eight focal points on a street 
prohlems of Outdoor Advertising, Highway 
Sign Store Fronts, Window Dis 
TELLS HOW TO EARN plays, Electric Signs, Point-of-Pur 
chase Billboards Every agency, 
EXTRA PROFITS WITH manufacturer preparing car cards, 
Window Displays Electric, Neon Signs window displays, posters, spectacu- 
How to influence Zones of sibilit lars, can use this book to increase the 
= siounaaatied ffectiveness of advertising signs! 
the moving mind c & zg 
Store Signs ener Sages SEND NO MONEY 
Interest vs F oreshortening 


Fill out and mail egupon TODAY. Upon 


Billboards, Posters, delivery, deposit only $1.50 (plus small 

; C.0.D. charge) with postman. EXAMINE 

me l aint a Tricks, BOOK 5 DAYS Unless delighted return 

ne SS focal po ane it for full refund. ACT NOW! DAVID 

Animated Signs How to stress your McKAY CO., Dept. 101, Washington Sa., 
Visual limits theme Phila., Pa 


Lies | 


| Send me copies of HOW TO MAKE SIGN ADVERTISING PAY I 
- I will deposit with postman $1.50 per copy (plus small C. O. D. charge Unless | 
i delighted, I may return books within 5 days for full refund 


Name 
: Address 
I 


1 WE 


pay postage 


CHECK HERE if enclosing check or money order WITH coupon, in which case 
Same return-for-refund privilege 
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Fed 
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__NEW APPROACH 


+ T's. 
FOR 


NATIONAL 
DEFENSE 


GLASS JARS 


TO SAVE METALS 


** 
. . 


* 


O44 1005 


Coffee purchases in glass instead of 
metal containers may have a “tremen- 
dous effect" on the nation's metal saving 
campaign, Paxton & Gallagher Co., 
Omaha, tells consumers in this news- 
paper copy. The glass jars, it is pointed 
out, are usable later for canning pur- 
poses. Buchanan-Thomas Advertising Co. 
directs the account. 


Earnings of 
Advertisers 


» 
John B. Stetson Co. 

Net profit for the year ending Oct. 
31 was $206,860, compared with 
$143,848 for the previous year. 


Waco Aircraft 


|with $8,652,607 for the preceding 
year. 


Celotex 

Earnings for the year ending Oct. 
| 31 were $1,749,099, compared with 
| $747,628 for the year previous. 


Servel 

Net profit for the year ending 
Oct. 31 was $2,737,603, compared 
with $2,969,976 for the year preced- 
ng. 


West Virginia Pulp & Paper 


Earnings for the year ending Oct. 
31 were $4,270,312, compared with 
$3,670,621 for the previous year. 


- 


Bendix Aviation 

Net income for the year ending 
Dec. 30 was $13,267,988, compared 
with $7,861,371 for the preceding 
year. 


International Shoe 

Net income for 12 months ending 
Nov. 30 was $7,207,037, compared 
with $6,473,611 for the preceding 
year. 


Kuppenheimer 

Net profit for the year ending 
Nov. 1 was $95,700, compared with 
$57,501 for the previous year. 


-Nunn-Bush 

Earnings for the year ending Oct. 
31 were $259,973, compared with 
| $262,171 for the 12 months preced- 
ing. 


H. W. Gossard Co. 

Net profit for the year ending 
Nov. 30 was $462,294, compared 
with $386,937 for the previous year. 


Seiberling Rubber Co. 

Net income for the year preced- 
ing Oct. 31 was $813,918, compared 
with $219,489 for the preceding 12 
months. 


‘Williams Oil-O-Matic 
Net loss for the year ending Oct. 


Earnings for the year ending | 31 was $58,131, compared with a net 


Sept. 30 were $192,107, compared 
with $74,240 for the preceding year. 


Loew’s, Inc. 


Earnings for the year ending Aug. 


31 were $11,553,891. 
Firestone Tire & Rubber 


Net income for the year ending 


| loss the 
| year. 


McAllister to Columbia 

| Ken McAllister, formerly promo- 
| ton manager of Station WGY, has 
joined the advertising staff of Co- 
lumbia Recording Corporation, New 


of $316,127 for previous 


Oct. 31 was $11,262,428, compared York. 


GREATER MIAMI 


*“A National Market’’ 


| pie Greater Miami and Dade County 
area produces the world's largest sup- 
ply of the following winter grown produce: 


TOMATOES — 15,000 Acres 
Now Under Cultivation 


POTATOES —7,800 Acres 
Now Under Cultivation 


T is also America's largest producer of 
Avocadoes, with an annual crop worth 


$1,000,000.00.... 


ND, is recognized as the world center 
for Persian Limes, 120,000 field boxes 
having been marketed in 1941 as against 


80,000 in 1940... 


Another Reason WHY 
You Should Advertise in— 


She Miami Herald 


STORY, BROOKS & FINLEY—National Representatives 


Index of Retail Activity in 
84 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1942, by Advertising Publications, Inc.) 
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WEEK 8Y WEEK VARIATION SHOWN HERE : 
+20 | 
| 
+15 . 
ad ! Hs) 
+s p 
ILAST 
-5 | re 
| in 
-0 
“5 | or 
-20 | : ph 
na 
| vi 
na 
JAN. FEB. MAR. APR. MAY JUNE JULY AUG. SEPT. OCT. NOV. DEC. Mi 
tel 
% Gain % Gain é 
2-Week 2-Week 2-Week or Loss” or Loss 
Period Period Period 1942 1942 Week Week % Gain ins 
Ended Ended Ended over over Ended Ended ‘ th 
Jan. 13, 1940 Jan. 11,1941 Jan. 10,1942 1940 1941 Jan. 11,1941 Jan. 10,1942 Les ’ 
Abren, © .:.:. 291,368 289,132 330,448 “+13.4 +14.3 153,622 180,634 
Albany, N. Y 251,951 251,350 243,467 —3.4 3.1 144,035 27,691 - the 
Atlanta, Ga, ieecdeen eu 446,215 445,046 437,570 —1.9 1.7 230,594 215,740 ic 
Baltimore, Md, . 716,064 737,539 800,404 + 11.8 + 8.5 404,765 446,360 we 
Birmingham, Ala arid 445,410 469,336 495,138 +11.2 5.5 212,730 228,606 
Boston, Mass, ..... 741,557 656,966 652,946  —12.0 0.6 ~ 379,506 ~ 395,425 we 
Buffalo, N. Y.... 455,560 429,196 427,961 —6.1 0.3 238,049 242,442 ut 
Camden, N. J.... : 222,187 132,571 139,342 —37.3 5.1 73,412 82,469 ing 
Cedar Rapids, la 153,328 153,678 151,452 1.2 1.5 77,210 77,196 - lice 
Charleston, W. Va 286,706 291,368 258,951 4.7 11.1 151,970 139,426 - 
‘Chicago, Tl... ~ 916,469 872,665 906,953 1.0 3.9 505,752 487,427 
Cincinnati, O. 539,641 545,794 539,576 con 275,960 267,082 
Cleveland, O. 643,325 631,895 627,474 2.5 0.7 322,081 352,564 
Columbus, O. . 433,896 412,559 440,558 1.5 6.7 214,306 230,172 att 
Dallas, Tex. 2 655,973 5 621,648 | a 609,588 a v1 2.0 _ $21,137 318,545 aut 
Davenport, la. tenes 342,020 371,714 366,520 + 7.2 1.4 141,848 132,202 re 
Dayton, O 466,662 175,300 397,652 -——14.8 16.3 243,152 262,676 P 
Denver, Colo. 344,001 343,217 357,107 3.8 4.0 161,498 150,240 der 
Des Moines, Ia . 229,207 200,810 182,723 —20.3 9.0 103,011 94,768 ten 
Detroit, Mich. .... 673,895 699,798 687,003 + 1.9 —1.8 397,113 404,231 l the 
El Paso, Tex..... 326,900 308,542 843,070 +4.9 11.2 160,048 171,150 rad 
SS Seer ; 277,508 263,522 278,726 + 0.4 5.8 149,380 154,756 " 
Evansville, Ind. 371,490 380,716 424,998 14.4 11.6 183,134 211,834 15 Un 
Fall River, Mass 111,082 125,169 126,857 14.2 + 1.3 57,265 60,205 15 gro 
Flint, Mich. 300,104 oa 815,182 _ 282,912 — 5.7 10.2 = 148,1 1S _ 128,926 13, not 
Fort Wayne, Ind. 376,824 307,069 $22,455 14.4 5.0 163,268 185,031 -13 
Gee BOG. eeaesd 213,881 199,568 194,113 —9.3 2.7 120,887 98,465 18 
Grand Rapids, Mich $10,464 293,454 290,906 —§.3 —O0.9 156,520 136,374 12 
Greenville, S. C..... 223,329 231,012 242,480 + S.6 5.0 125,185 22,493 2 C 
Hempstead, L. I... 62.876 82,994 100,193 +59.4 20.7 53,539 67,840 26 
Houston, Tex. ..... 609,770 ~ 643,468 549,682 aD 14.6 297,654 299.460 0 ney 
Huntington, W. Va. 252,580 247,719 247,301 2.1 0.2 122,140 119,596 —2,] imy 
Indianapolis, Ind. 611,590 611,072 662,626 +83 + 8.4 305,872 321,698 +- 5.2 the 
Jacksonville, Fla. . 283,388 294,812 305,228 Be + 3.5 148,204 149,968 1.2 bro’ 
Jersey City, N. J... 55,174 71,362 73,707 + 33.6 + 3.3 28,081 30,070 7.1 @ 
Kansas City, Kan 114,842 103,964 OS,S19 14.0 5.0 40,299 ~——«~B, GG i — 
Knoxville, Tenn. , 356,972 308,602 296,800 16.9 3.8 144,914 150,892 ‘ othe 
Little Rock, Ark.. 271,152 274,162 294,140 + 8.5 7.3 39,916 146,048 1 mag 
Los Angeles, Cal. 884,077 790,017 798,287 —9.7 +1.0 396,646 396,249 0.1 exp 
Louisville, Ky $38,228 425,032 164,789 + 6.1 + o.4 218,979 224,102 2 te 
= — - team . 0 
Lynn, Mass, pian eeuee 253.498 269,038 270,214 + 6.6 0.4 153,272 141,204 i 
Manchester, N. H... 117,542 113,710 113,788 3.2 0.2 62,926 65,878 4,7 rad 
‘Memphis, Tenn. ..... 788,872 107,008 $28,834 15.6 5.4 216,986 216,076 0.4 able 
TS ey) 645,862 640,185 549,920 14.9 14.1 338,030 278,922 17.5 pict 
Milwaukee, Wis. 476,190 553,867 514,967 8.1 7.0 278,474 267,386 4.{ rest 
Minneapolis, Minn. 169,108 ~ 426,122 ~ $38,449 6.5 2.9 210.744 #£221.431 L 5, 7 
New Bedford, Mass 110,306 126,112 125,384 + 13.7 O68 62.846 72,086 147 Mt d 
New Haven, Conn. 358,428 23,188 354,452 ia 16.3 196,476 192,178 2.2 tion 
New Orleans, La... 816,93 678,246 625,403 23.5 7.8 $15,954 308,72 2 time 
New York, N. Y.... 1,940,004 1,777,573 1,808,792 6.8 1.8 1, 1,086,040 0 deci 
Brooklyn, N. Y.... 143,258 — 125,128 122,049 14.8 25 73,037 10 in 1 
Norfolk, Va. ..... 324,772 345,632 358,736 + 10.5 3.8 182,294 +5 
Oakland, Cal. ..... 295,702 291,364 289,616 2.1 0.6 151,032 12 L 
Oklahoma City, Okla 249,676 252,084 248,318 0.6 1.5 131,096 lt on | 
Omaha, Neb. 192,598 212,118 178,396 7.4 15.9 86,49¢ 14.3 sari 
Peoria, Ill. ....... 387,377 392,210 368,410 19 6.1 180,292 ie. lish 
Philadelphia, Pa 1,065,759 978,232 1,005,521 5.7 28 526.435 0.1 sh 
Phoenix, Ariz. ... . 285,334 298,620 279,090 2.2 6.6 140,378 ; und 
Pittsburgh, Pa. . 675,962 666,512 701,652 3.8 + 5.3 5 386,218 7.8 vidi 
Portland, Ore. .. 316,456 412,426 347,550 + O.8 15.7 : 171,136 23.0 hire 
Providence, R. L.. 435,752 ~ $73,295 390,805 10.3 + 4.7 204,262 210,333 Doss 
Reading, Pa. 318,894 287,420 338,366 6.1 17.7 163,086 178.808 i,t — 
Richmond, Va. , 399,686 384,622 367,556 S.0 4.4 210,854 200,158 5 
Rochester, N. Y.. 537,783 499.134 $91,847 S.6 1.5 265,860 266,746 
tockford, Ill. . 269,598 433,188 280,532 + 4.1 35.3 231,042 144,872 7 I 
Rock Island-Molinse 260,568 $15,282 $40,918 + 30.8 6.2 129,654 125,372 . 
Sacramento, Cal 276.780 264,628 272,760 l 1.3.1 134,806 139,144 sres 
San Antonio, Tex 278,730 271,203 330,752 + 18.7 22.0 139,202 161,962 leg 
San Diego, Cal 350,938 420,592 375,536 7.0 10.7 221,326 209,130 ou 
San Francisco, Cal 476,697 456,381 520,121 9.1 14.0 236,054 278,813 hat 
Seattle, Wash 439,628 417,382 $46,712 +1.6 7.0 202,048 222,236 } 5 
South Bend, Ind 173,806 181,748 177,778 23 us 90,232 100,175 1 will. 
Spokane, Wash 233,688 216,356 205,534 12.1 5.0 106,988 109,214 2 sucl 
St. Louis, Mo... 564,570 530,920 590,130 + 4.5 + 11.2 267,590 318,69 19.1 ons 
St. Paul, Minn 413,675 367,488 367,934 —bte 0.1 179,905 196,207 , nd 
Syracuse, N. ¥ 228,109 ~ $54,085 218,193 i .4 198.716 20,590 pub 
Tacoma, Wash 241,836 231,126 226,212 6.5 2.1 111,776 117,054 : | 
Tampa, Fla. . , 249,522 291,886 216,594 13.2 25.8 129,024 110,502 4 “or 
Toronto, Ont., Can 526,551 492,685 396,513 24.7 -19.5 272,516 23,71 who 
ee 126,910 137,690 132,286 4.2 3.9 67,914 65,324 ; the 
| Tulsa, Okla. ...... 293,272 290,836 350,574 19.5 20.5 146,664 174,664 19.) I 
| Washington, D. C 1,056,031 1,084,187 1,173,418 11.1 8.2 546,610 621,71 ; r 
Winston-Salem, N. C 238,882 2229 488 220,122 —7.9 a9 109.018 111,202 Tes 
Youngstown, O. ...... 263,462 258,552 iT 29 127.746 131.397 - n ; 
Total 34,276,669 33,370,207 97 0.6 17,468,754 17,481,685 a 
| _ aU) 
IChicago Sun established Dec. 4, 1941, m~ 
*Commercial Appeal published 328 page Centennial Issue Jan. 1, 1940, containing 428,848 lines of advertis ult 
een : 


‘Promote Hollywood Bread | Agency in Stipulation 


Using newspapers and radio in 
Pennsylvania, New Jersey, Dela- 
ware and Maryland, National Bak- 
ers Services, Inc., Chicago, has 


Advertising Agency, 


Philadelphia, 
| handles the account. 


F. A. Heughes Company, Roches- 
| ter, N. Y., agency, has stipulated | bridge, 
| with the Federal Trade Commission | paper and typewriter ribbor 

that it will cease disseminating cer- 
launched a campaign for Hollywood | tain representations concerning 
bread on behalf of the Freihofer | “Orangeine,” trade name used for a 
Baking Company. Richard A. Foley | medicinal preparation which is mar- 
keted by Kemp & Lane, LeRoy, 


N. Y. 


Webster Expands Drive ne 


enlarged 


| tions. 
j 


Mass., maker 


its 


of 


advertising ¢ 
for 1942. Copy will be used 
ness Week, Newsweek, Pur 
The Saturday Evening Post 


and school and insurance 


Cam- 


F. S. Webster Company, : thas 


-arbon \ 
, has 
palgn 
in Bust- 
asing. 
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Net’s Injunction 
Suit Againt FCC 
Under Advisement 


(Continued from Page 1) 


rtance of the time option clause 
as the keystone of network-affiliate 
relations, which the FCC would 
abolish. This phase of the edict is 
a thrust at the heart of the network 
proaccasting structure, he asserted, 
pointing, out that its elimination 
para eled “trying to operate a rail- 
road with each stationmaster mak- 
ing up his own timetable.” 

Declaring that without the time 
option protection “it would be 
physically impossible to arrange a 
nationwide hookup and programs 
would fail completely insofar as 
national advertising is concerned,” 
Mr. Cahill lashed out at what he 
termed the FCC’s concept of itself 
as “an efficiency expert in the field 
of business, more capable of direct- 
ing the affairs of the broadcasters 
than their elected executives.” 

“Plainly, it is not the purpose of 
the radio license act to protect a 
licensee against competition,” he 
went on, “but to protect the public. 
Congress intended to leave compe- 
tition in the business of broadcast- 
ing where it found it, to permit a 
licensee who was not interfering 
electrically with other broadcasters 
to survive or succumb according 
to his ability to make his program 
attractive to the public.” The FCC’s 
authority relates solely to technical 
problems of broadcasting, he added, 
denouncing the commission’s con- 
tention that the law endows it with 
the right to “make over the entire 
radio broadcasting system of the 
United States, not even on technical 
grounds, but upon _ ill-considered 
notions of monopoly.” 


Discusses Other Competition 


Charles Evans Hughes, Jr., attor- 
ney for CBS, also emphasized the 
importance of the time option to 
the networks, and at the same time 
brought to the fore the issue of 
competition between radio and 
other advertising media. National 
magazines guarantee circulation, he 
explained to the court, and in order 
to vie for the advertisers’ dollars 
radio networks must likewise be 
able to guarantee their outlets. He 
pictured the predicament that would 
result for both sponsor and network 
if a program were set for 50 sta- 
tions and then, in the absence of 
time option clauses, a few stations 
decided to put a different program 
in the selected spot. 

Large expenditures by networks 
on cultural programs would neces- 
sarily be eliminated if the estab- 
lished broadcasting structure were 
undermined, Mr. Hughes said. Indi- 


vidual! stations lack the resources to | 


hire the talent that networks make 
possible, he added. 


Claims Anti-Trust Interest 


U. S. paratroopers carry reserve power 


of a series sponsored cooperately by 52 


PLENTY OF POWER IN RESERVE 


Ss 
” 


vty Se C50 AN REC YR COME A NIRS: 


in the form of powdered, concentrated 


food—and electric companies are providing reserve rations of power for tank 
factories, plane plants and shipyards, copy points out in this latest magazine ad 


electric companies. 


N. W. Ayer & Son 


directs the account. 


were actually put into effect. 
Ballantine Switch Cited 


The recent switch of the Ballan- 
tine beer program from Mutual to} 
the Blue Network was cited by | 
Louis G. Caldwell, MBS counsel, as 
an example of alleged unfair com- | 
petition. The inability of Mutual | 
to secure outlets in certain key mar- | 
kets where stations are tied up by 
competing chains has already re- 


and may cause further damage, he 
said. He pointed to Des Moines as 
a case in point, charging that of 
that city’s three stations, NBC Red 
has one outlet, the Blue Network 
another, and CBS the third. 

The Coca-Cola account, currently 
spending $2,250,000 a year on Mu- 
tual, is also threatened by com- 
peting networks’ hold on important 
stations, he said. CBS and NBC 
Red have sold almost all available 
time, Mr. Caldwell added, thus con- 
fining future rivalry to MBS and 
the Blue Network. He termed the 
latter’s ability to guarantee 26 of 
36 key stations an unfair competi- 
tive advantage. 
| Gross billings for 1941 were given 
| by Mr. Caldwell as follows: CBS, 
| $44,000,000; NBC Red, $42,000,000; 
| Blue Network, $12,000,000; and Mu- 


to review the regulations until they | 


freely and fairly to compete in the 
transmission in interstate commerce 
of nation-wide network programs,” 
and particularly asserts that restric- 
tive contracts with local stations 
deny Mutual an opportunity to get 
business in cities where there are 
fewer than four full-time stations. 


Fights Contract Provisions 


Mutual specifically challenges 
contracts between the old NBC Blue 
|}network (now the Blue Network 


sulted in substantial losses to MBS | Company) and affiliated stations in 


such cities, asserting that only a 
|}small portion of these station’s 
broadcasting hours are actually used 
_by the Blue, yet their contracts prac- 
tically prohibit them from selling 
| desirable open hours to Mutual. 
Inability to supply key stations 
in Des Moines, Houston, Tulsa, 
|Omaha, Birmingham, Jacksonville, 
|Charlotte and Miami to 
jadvertisers is mentioned as 
/cause for much lost business. 
Although NBC has not filed a 
|formal answer to the charges, Niles 
Trammell, NBC president, promptly 
issued a statement characterizing 
filing of the suit as “the culmina- 
| tion of a series of attacks” that have 
| been instigated against NBC and the 
Blue Network by Mutual since NBC 
refused to sell to it important parts 
lof the Blue Network. 


tual, $7,300,000. 


No decision is expected 
court for several weeks. 


by the 


Mutual Aims at Blue 


| In Chicago, no action took place 
| this week following the filing Satur- 
|day by Mutual of a damage suit 
|asking $10,275,000 from Radio Cor- 
poration of America and its sub- 
sidiary, NBC. The suit was filed 
in the federal district court, and 
|asserts that actual damage of $3,- 
| 425,000 has been sustained, which, 
when tripled under the usual anti- 
trust pattern, adds up to the $10,- 
000,000 figure. RCA and NBC have 
the usual 20 days in which to file 
answers, but it is possible that they 
may seek and obtain an extension 

Mutual charges RCA, NBC, its 
officers and agents with engaging in 
“an unlawful combination and con- 
spiracy among themselves and with 


Insisting that the FCC has Con- 
gressional sanction for its proposed 
legulations, Telford Taylor, general 
ounse| to the commission, declared | 
hat while the FCC “does not seek 
to enforce the anti-trust laws as 
such, it does feel it has the right to 
Onsider the questions of monopoly 
ind competition in relation to the 
public interest. Congress provided 
for the refusal of licenses to those 
who were found to have violated 
the anti-trust laws.” 

In replying to a question posed by | 
residing Judge Hand, as to how 
N advertiser might fare unless he 
‘aS assured of a certain number of 
tation or his program, Mr. Taylor 
dmitted that hardships might re- 
sult insisted, however, that 
-. Unfivorable elements of the 
*CC regulations would be offset by 
“€ B00d points. He also declared 
at the suit was premature and 

‘at the 


durt had no jurisdiction to 


“€ on the injunction application or 
es 


third persons, to injure plaintiffs by 
hindering and restricting Mutual | 


J. J. GIBBONS LIMITED - 


GIBBONS KNOWS CANADA 


ADVERTISING AGENTS 


Would Ruin Blue 


“It should now be revealed,” his 
|statement read, “that about two 
| years ago the dominant interests in 
Mutual, R. H. Macy & Co. and the 
Chicago Tribune, sought to purchase 
parts of the Blue Network from us, 
which would have destroyed the 
Blue coast-to-coast network. 
By such of the Blue 
these interests sought to diminish 
rather than to increase network 
competition. . . We refused to dis- 
member the Blue. Mutual began 
campaigns in Washington and else- 
where, urging the adoption by the 
FCC of new network regulations 
which would enable Mutual to 
achieve the end it sought. Mean- 
while, Mutual also induced breaches 
of contract between our Blue Net- 
work and affiliated stations, a fact 
which we will prove in these court 
proceedings.” 

Declaring 


as a 


elimination 


that the of 


owners 


|Mutual represent an aggregation of 
assets “greatly exceeding those of 


NBC and RCA,” Mr. Trammell con- 
tinued: 
“Mutual has admitted that it car- 


national | 
the 


ries on no research or development 
in the radio art. It has undertaken 
no substantial financial risks in pio- 
neering the development of nation- 
wide broadcasting. It entered the 
field only after others risked their 
capital and demonstrated that 
broadcasting could be conducted as 
a sound business enterprise. 

“The facts are that despite all the 
so-called restrictions in the com- 
petitive network field from which 
Mutual claims to suffer, it has in- 
creased its revenue in 1941 over 
1946 by 53 per cent.” 


WILBUR E. JOHNSON 


New York, Jan. 13. — Uncertainty 
about the fate of his eldest son, re- 
cently taken prisoner when forced 
down during an RCAF raid over 
Germany, probably caused the heart 
attack and death of Wilbur E. John- 
son, vice-president of Marschalk & 
Pratt, on Jan. 8. He was 54. 

A native of Brooklyn, Mr. John- 
son was with Marschalk & Pratt 
for 20 years. Previously he served 
/with the New York Telephone Com- 
|pany and other agencies. During 
the first World War he was a lieu- 


tenant in the Signal Corps. In ad- 
dition to the son who is a Nazi 
prisoner, he is survived by his 


widow and another son now on ac- 
tive Army duty. 


JOSEPH B. BARLOW 

Ripon, Wis., Jan. 12.—Joseph B. 
Barlow, 82, co-founder and _ first 
| president of Barlow & Seelig Mfg. 
Company, maker of Speed Queen 
| washers and ironers, died here 
| Jan. 7, 


CHARLES H. MASON 

Rochester, N. Y., Jan. 12.—Charles 
Henry Mason, 56, former Rochester 
advertising agency head, died Jan. 
8 at Walterboro, S. C. 


THOMAS G. WADE 

Detroit, Jan. 12.—Thomas G. 
Wade, 59, manager of the Detroit 
office of the Curtis Publishing Com- 
pany, was buried here Jan. 7 fol- 
lowing his death Jan. 4. Known as 
the dean of magazine representa- 


tives in Detroit, Mr. Wade was 
famous for his Sunday breakfast 
parties at which, over the past 10 
years, he entertained more than 25,- 


1000 guests, including celebrities 
from all walks of life. 
PAUL H. JOHNSON 

Providence, Jan. 12.—Paul H. 


Johnson, 61, proprietor of an adver- 
tising agency here for 23 years, died 
suddenly at his home in Attleboro, 
Mass. 


HOYT R. SHEHAN 

Buffalo, N. Y., Jan. 12.—Hoyt R. 
Shehan, vice-president and general 
manager of the Wildroot Company, 
and who for the past 30 years has 
supervised the company’s sales and 
advertising, died here Jan. 9. 


WALTER B. GOING 


Cincinnati, O., Jan. 12.—Walter 
B. Going, 57, business manager of 
the Kentucky Times-Star for 13 
years, died here yesterday, 


ROBERT N. RAY 


Indiana, Pa., Jan. 12.—Robert 
| Nelson Ray, 87, president and pub- 
|lisher of the Indiana Evening Ga- 
zette, died yesterday. 


| Hammond Instrument 
Ups Ad Budget 25°, 


Hammond Instrument Company, 
Chicago, will increase its advertis- 
ing expenditures for the first half 
of 1942 by approximately 25 per 
cent over the same period last year. 
The company manufactures the 
Hammond electric organ, Nova- 
chord, and Solovox. 

The Solovox schedule lists Col- 
lier’s, Down Beat, Etude, and The 
Saturday Evening Post, while inser- 
tions for the Hammond electric 
organ will continue in American 
Home, House Beautiful and House 
& Garden, as well as religious pub- 
lications. George Hartman Com- 
pany, Chicago, is the agency. 


To Columbia Recording 


Ken McAllister has joined the ad- 
vertising staff of Columbia Record- 
ing Corporation, Bridgeport, Conn. 
He was formerly promotion man- 


ager of Station WGY, Schenectady. 


| 


Now...more 
You'd 
look to 


work. \\ eve 


tising for quality 


} firms that have ke 


uy 


Faithorn COMPLETE 


idi- 


| 

| 

| 

| j 
| 

] 

| under ON} 
| 


AD-SETTING - 


504 Sherman Street, 


CHICAG 


A Comprehensive, Complete Day and Night 
Service for Advertisers and 
Advertising Agencies 


, 

| We've all had our run of commonplace 
all learned a few things. 
There can be no substitute in adver- 


. The advertising 


without sacrificing quality. Let’s get to- 
vether. Write, or phone Wabash 7820. 


Kaithorn Corporation 


ENGRAVING =: 


PRINTING 


than ever... 


better 
Quality / 


pt their standards 


are the ones that have gone ahead, 


So to be sure of the finest work use 


SERVICHI 


idvertising production requirements- 
setting, engraving and printing—all 
roof, Thi 


saving of TIME, ENERGY 


means a definite 


for your | 
| 
and MONEY, | 


—| 


PRINTING 
Phone Wabash 7820 
O, ILL. 
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Civil Service 
Board Requests 
Brady Dismissal 


Washington, D. C., Jan. 16.—The 
Civil Service Commission has 
recommended that Dr. Robert A. 
Brady, chief of the standards sec- 
tion, Consumers Division of the Of- 
fice of Price Administration, be dis- 
missed. The recommendations came 
more than four months after Rep. 
Martin Dies had charged Dr. Brady 
with communistic leanings. 

It was learned from the office of 


Price Administrator Leon Hender- | 


son today that Dr. Brady still holds 
his $7,500-a-year position and has 
appealed the civil service ruling. 
The recommendation included his 
wife, Mildred Edie Brady, who re- 
signed her Consumers Division post 
several weeks ago. 

Rep. Dies revealed the civil serv- 
ice ruling in a House speech yester- 
day in which he assailed Mr. Hen- 
derson again. The Congressman 
asserted that the price chief was a 
member of a technocracy committee 
but resigned with three others in 
1933. Mr. Henderson denied the 
charge, explaining that he had not 
belonged to the technocratic group 
but had joined three resigned mem- 
bers in a new study of technological 
unemployment. He _ repeated his 


offer to “eat on the treasury steps 
any subversive organization to 
which Mr. Dies proves I belonged.” 


Also Attacks Cowley 


Rep. Dies also leveled his guns at 
Martin Cowley, recently appointed 
to an $8,000-a-year job in the Office 
of Facts and Figures. Terming him 
“an ardent communist intellectual,” 
the Congressman included in a long 
list of red affiliations a reference to 
Consumers Union. He said: “Cow- 
ley was a sponsor of Consumers 
Union, an organization headed by 
Arthur Kallet, who used the alias 
of Edward Adams to edit the com- 
munist party magazine, ‘Health and 
Hygiene.’ ”’ 

The radio division of the Office of 
Facts and Figures, headed by Wil- 


liam B. Lewis from CBS, has been | 


designated a central clearing house 
for government broadcasting. The 
President directed OFF to “give 
guidance to government depart- 
ments and agencies and to the 
radio industry as a whole concern- 
ing inquiries originating within the 
government and received by the 
government from the broadcasting 
companies and _ stations, and to 
handle _ certain 


United States.” 


Takes Federal Post 


Lovelace Eve, editor of the News, 
Americus, Ga., and former publisher 
of the Americus Times-Recorder, 
has resigned to accept a government 
position in Washington. 


CERTAINLY PAPER WON'T BE SO BRIGHT 


CHLORINE HAS GONE TO WAR 


Chlorine is much less necessary for bleaching pulp than for war essentials to 


bleach the bones of dictators. Despite lower color, Champion paper still has 


the excellent printing qualities that long have made it a leader. Champion is a 
large and resourceful organization, and in its wartime products you may expect 


the same margin of superiority that has marked its production in normal times. 


THE CHAMPION PAPER AND FIBRE CO., Hamilton, Ohio 


MILLS AT HAMILTON, OHIO . . . CANTON, N. C, . . . HOUSTON, TEXAS 


Manufacturers of Advertisers’ and Publishers’ Coated and Uncoated Papers, Cardboards, Bonds, Envelope 
and Tablet Writing . . . Over 1,500,000 Pounds a Day 


DISTRICT SALES OFFICES 
NEW YORK - CHICAGO - PHILADELPHIA - CLEVELAND - BOSTON - ST. LOUIS - CINCINNATI + ATLANTA 


government pro-| 
grams on the networks within the) 


— 


War Production 
Looms Large in 


Canadian Trade 


‘Globe & Mail’ Reveals 
Dominion Effort in Sup- 
plement 


Toronto, Jan. 14.—The statist «a] 
story of how Canada has rolled up 
its sleeves and dug into the job of 
helping outstrip the Axis powers jn 
the production of victory mater als 
is told in thorough fashion in a spe- 
cial supplement of the Jan. 8 
Toronto Globe and Mail. Perhips 
nothing reveals how the Domin on 
is flexing its industrial biceps bet- 
ter than a chart showing the grow th 
of the use of electric power in On- 
tario from 1,500,000 horsepower in 
1937 to more than 2,000,000 horse- 
power in 1941. 
| There has been a gain in home 
building in the Dominion but there 
are increasing signs that this may 
be slowed up considerably in the 
near future due to metal shortages, 
In 1941, for instance, the Dominion 
had a 36.5 per cent increase in resi- 
dential activity over 1940 while in- 
dustrial building was showing a ce- 
cline of 23.7 per cent. 


Mass Tools, Plants 


Lest there be a wrong construc- 
tion on this building trend, however, 
it should be pointed out that in 1940 
Canada’s industrial building tow- 
ered head and shoulders over every- 

| thing else, reflecting its early strides 
to put production on a war basis, 
In that year its industrial construc- 
tion totaled $121,760,800, compared 
with only $67,669,900 for residential 
activity. Business building in 1940 
stood second in line with $104,599,- 
500 worth of business. 

After having stepped up its in- 
dustrial building construction 
Canada in the past year has seen the 

| production tide of war materials 
grow ever higher and higher with 
everything from giant guns to flares 
pouring from its production lines 
and dispatched to the war areas. 
Although exact figures on this war 
production are buried in the fog of 
military secrecy they nonetheless 
are reflected in such matters as 
stepped up tool production and the 
building of 23 chemical plants 

The pulp and paper industry, one 
/in which Canada excels, also has 
moved up production with the war 
effort, the gains being reflected in 
total pulp production, total paper, 
|newsprint, paper boards, wrapping 
paper, and book, writing and tissue 
paper. Incidentally this industry 
provided the Dominion with some- 
thing like a quarter billion dollars 
of foreign exchange in 1941. 


Canadian Mining Up 


| In such fundamental activities 4s 
mining and agriculture Canada has 
| stepped up its production rate t 
higher and higher peaks to mee! 
'the demands not only at home bu! 
also abroad, vast quantities of ag’ 

cultural products, for instance, 0 
| ing shipped to England to tak: 
place of produce formerly receivee 
| from the continent. 

Canada’s motor industry, lumbe! 
and textile manufacturing ha‘ 
moved at an ever-increasing pac 
the textile activities alone usi'g l'~ 
000 workers. In airplane construc 
tion, the growth of this relat! 
new industry is reflected in t 
that of Canada’s current pu:cnas 
of 7,000 planes, most of th: 
being built in the Dominion 

Naturally, all of this acti 'tY 
shown in greater retail ! ness 
| Here, too, Canada is exercising ° 
| hand with price controls. 


| Account to Western 


J : , a- 
Western Advertising Agen’?, v8 
cine, Wis., will conduct the stale” 
recreational advertising gral 


during the 1942-43 fiscal ye°". , 
agency also will handle pue'” 
for the Wisconsin Comseryss* 


Commission. 
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ADVERTISING AGE 


PHOTOGRAPHIC 


OF THE WEEK 


CUTIE QUINTET SPARKS BLACKSTONE SALES 


ee 
éeé YY Ye \/ . 


etter Switch to Blackstone - - ° a enars 


MEN APPRECIATE THE CIGAR THAT GIVES 


17% EXTRA SMOKING! 


Ask for Blackstone Cigars ...in colorful, holiday- 
wrapped gift boxes of 25 and 50 


Blackstone Cigar 
Wins Again! 


famous Att Havawe filled cigar wins new thousands — 
ecomes fastest-growing cigar from coast to coast 


VISTA 
td in D7 


Better gore Blackstone Cigars . the chonce of saccesstul men 


The five eye-catching girls pictured in these two ads for Waitt & Bond cigars 

proved a big success in boosting 1941 sales, and will carry on this year with the 

benefit of a 25 per cent increase in promotion funds. BBDO directs the account. 
(Story on Page 16) 


NEW TRADE CHARACTER GETS THE LIMELIGHT 


Following his recent debut in newspapers and car cards, "O.D.", Calvert Dis- 
tillers’ new trade character for Old Drum whisky, is now doing his stuff in window 
displays. The little fellow has a drum for a body, a Tyrolean hat perched jauntily 
on his head, and lips that keep repeating, “Confidentially, O.D. is smoother 
90'ng down." Sam Berman, creator of Esquire's “Esky,” is the papa of the new 
ofspring. The campaign featuring O.D., which started late last year, is being 
*spanded rapidly. Current schedule includes 125 newspapers in 100 markets 


throughout the country. 


The love of my country will be 


the ruling influence of my conduct’ 
CWifhinftrr 


PATRIOTISM OF A PRE-WAR VINTAGE 


a . 
wie ens birthday month provides the occasion for display of this Double Cola 24-sheet poster in February, one of a 
So 


new poster designs for 1942, to be used by bottlers throughout the country. 


Sons, St. Louis, for the Seminole Flavor Co. 


REVIEW 


CHARM BUILDER 


A proof sheet of a four-color advertisement, fastened to the door, tells the story 

of the ‘42 Kelvinator's food conservation advantages. In the picture are C. T. 

Lawson, general sales manager, Kelvinator Division (left) and C. J. Coward, 
Kelvinator's advertising director, pointing to the ad. 


WINTER USE FEATURES ALKA-SELTZER DISPLAY 


This is the type of copy for Formfit Com- 
pany's new campaign which will start in 
The Saturday Evening Post, Feb. 14. 
Buchanan & Co., Chicago, is the agency. 


i vig 
' ae 
mB seaved \ 
sopn FOUNTAINS Vi 
100 


CARRIES ON 


Warm woolens, overshoes—and Alka-Seltzer—go together in this latest window 
display created for Miles Laboratories by Forbes Lithograph Co. for use by retail 


wl ri drug outlets throughout the U.S. Simplicity marks the central poster. Side cards 


emphasize the trade name and price. 


TIPLESS BLACKOUT CANDLES INVADE MARKET 


MHOULENSS OF HOULEMIVTS Too 


Fae W 


Despite severe restrictions and the threat 
of suspended production, Easy Washing 
Machine Corp. has launched a new cam- 
paign built around women's contribu- 
tions to the war effort. Opening inser- 
tion of two columns appears in The Sat- 
urday Evening Post for Jan. 17, with 
followup ads expected later. BBDO is 
the agency. 


A specially-devised pedestal-type base is featured in these new wartime candles, 
marketed by Will & Baumer Candle Co. in a package convenient for counter 
displays. Barlow Advertising Agency directs the account. 


RED CROSS PLEADS WITH POSTERS 


a 


MARICT SHARE 18 $2.750,008 | 


Alexander Kortner, Chicago poster artist, is putting the finishing touches on the 

Red Cross War Relief Fund poster he is contributing to the current drive. Models 

are Marion Lynn, Chicago professional who donated her services, and Pvt. H. H. 
Eirland, U. S. Marine Corps, who met the artist's specifications. 


It is produced by Compton & 
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Our task now ts 


...to do our part towards contributing to the national 
morale by assuring that the American people shall continue 
to be the best informed people in the world. 

We have formulated no new policies with regard to 
the war. It is of the essence of radio broadeasting that it 


should be swiftly and flexibly responsive to the ever-chang- | 


ee oe 


ing opportunities and ever-changing needs of a democracy. 


; Many of the patterns of peace will, of course. continue , 


in our broadcasting, but with a new significance. Religious 


1 
programs will nourish the deepened need for spiritual values ; 
a 
t 
4 in the trying times ahead. Listening to great music will have. 
. “nye . . . . n 
for millions, a new and richer meaning in a nation at war. f 
b 
Light and gay music. as well as programs of fun and frolic, 
: will have their place too—perhaps a stronger place than : 
Z n 
i ever, because buoyancy and laughter play a viial part in 
. . t 
winning wars. a 
T 
ll 
: Columbia will devote itself without stint to this oppor- ' 
tunity to serve the nation. , 
s 
From the annual statement of - 
: l 
: William S. Paley, President 
i S 
r u 


THE COLUMBIA BROADCASTING SYSTEM 
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